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1 
Abstract 
There are multiple message strategies utilized for public relations (PR) when communicating 
information on Twitter during a crisis.  The purpose of this study was to determine the most 
effective reputation repair practice(s) used during racially bias related crises surrounding three 
retail companies.  Tweets from the crisis response phase conveying apology, corrective action, 
denial, evasion of responsibility, and reduce offensiveness were examined in terms of likes, 
retweets, and replies through a case study and textual analysis approach.  Results revealed that 
the reduce offensiveness strategy yielded the highest overall engagement and produced a best 
practices guide for future public relations professionals.  
 Keywords: crisis communication, public relations, reputation management, crisis 
response phase, Twitter, social media, case study, textual analysis, reduce offensiveness, Critical 
Race Theory  
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Chapter 1: 
Statement of the Problem  
Introduction  
 In today’s world, almost everything is accessible via the Internet and social media.  Any 
news, information, or current events that we wish to learn about are typically online.  With the 
fast pace of technology, a person is able to look up this knowledge within seconds on their cell 
phone, computer, or social media accounts.  Social media specifically, has changed the way we 
communicate, allowing us to connect with virtually anyone, despite their location.  According to 
a study about Internet usage by Kaye (2005), the main motivations for using social media are 
information seeking, convenience, and community.  Society as a whole relies heavily on these 
advancements to stay ‘in the know’ and ‘up to date’ on what is happening around the world.  
According to a report from the Pew Research Center as of 2017, “two-thirds (67%) of Americans 
report that they get at least some of their news on social media – with two-in-ten doing so often,” 
(Shearer & Gottfried, 2017, p. 1). These information gaining avenues are also used frequently by 
businesses and corporations. 
 With these technological advancements, businesses, as well as public relations 
practitioners, are starting to adapt and integrate them into practice.  For example, “more than 90 
percent of (retail) brands are using two or more social networks,” (Morrison, 2015, p. 1).  Due to 
the importance of a strong online presence, these companies are utilizing websites and multiple 
social media accounts to their advantage.  About 90% of marketers for small to medium sized 
businesses say that their social media efforts have increased exposure to their brand (McLeod, 
2018).  Businesses and brands use social media networks as a way to communicate with their 
audiences in a casual and personal manner.  According to a research study conducted in 2011, 
7 
56% of Financial Times and Stock Exchange companies have a corporate Twitter account and 
about 38% have an official Facebook page (Papasolomou & Melanthiou, 2012).  Since this study 
was conducted almost ten years ago, it is safe to say that the percentage of companies with 
corporate social media accounts has risen.  However, this does not mean that all of the 
companies and businesses with a Twitter account are utilizing the platform to its fullest potential.  
 Public relations departments in many businesses and retail companies are utilizing social 
media platforms to engage with customers and promote their brand.  The inception of social 
media as changed communication methods, especially public relations, for the better.  For 
instance, communication strategies have become very fast paced and diverse.  Companies have 
the ability to use new communication systems, such as social media, to solidify their brand 
presence.  Social media has evolved way beyond personal use; many corporate profiles and 
pages were created specifically to engage with a company’s audience in a faster manner than via 
a website or traditional outlets.  They do this by utilizing “paid display advertising (paid media), 
brands participating in social networks as a brand persona, publishing branded content (owned 
media), and branded engagement opportunities for consumer participation (earned media)” 
(Voorveld, 2019, p. 14).  For the purpose of this study, the focus was on using social media as a 
‘brand persona.’ 
 A company’s ‘brand persona,’ or reputation, is very important.  Maintaining a positive 
and well-liked reputation could be a critical aspect for a business.  Social media networks help 
influence the public’s opinion and perception of a company.  Connecting via social media helps 
to build relationships with the business’s audience and shareholders.  This is “crucial to public 
relations practices as it indicates the likelihood of maintaining long-term relationships, as well as 
positive reputations of a given organization,” (Lee & Park, 2013, p. 1).  After the company has 
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created these connections and relationships, it is imperative to preserve them.  The most common 
way that an organization can lose relationships with its audience and be labeled with a bad 
reputation is in the event of a crisis.  This is just one of the reasons why it is vital to determine 
and understand the best practices for crisis communication from a public relations standpoint. 
Purpose of the Study  
This project researched how public relations professionals are using social media as a 
communication tool to engage with their audiences when dealing with crisis management and 
reputation repair.  Crisis management and reputation repair are crucial responsibilities that are 
part of a public relations professional’s job.  The research for this study was based on Coombs’ 
“Crisis Management and Communications” paper, as well as his Situation Crisis Communication 
Theory (SCCT).  According to Coombs’ work, “SCCT argues that crisis managers match their 
reputation repair strategies to the reputational threat of the crisis situation,” (Coombs, 2007, p. 
10).  This project analyzed Coombs’ theory as well as his crisis management plan for businesses.  
While it was not the original intention, this crisis management plan can be professionally altered 
to implement on social media networks. 
The main purpose of this research is to determine and explain how social media is used as 
a form of communication when delivering information related to a crisis situation and repairing 
reputations.  This research aims to bridge the gap between social media use, specifically on 
Twitter, and crisis communication efforts from public relations departments.  In order to 
establish the best practices for future retail related public relations professionals, these research 
questions were created:  
RQ1: How are major retail companies implementing Twitter strategies for reputation 
repair when dealing with racial bias related crises? 
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RQ2: What are the most effective practices companies can implement through Twitter 
after a crisis situation is diffused? 
According to a 2014 study of 50 top retail brands, about 90% of companies have a Twitter 
account (Morrison, 2015).  However, this does not mean that they are using this platform as a 
strategy for communication during a crisis.  Even if the companies with Twitter accounts are 
sending out information alerts during a crisis, it is uncertain if they are utilizing the proper and 
most efficient communication plan.  With the evolving technologies and social media trends, 
there has yet to be research conducted on a company’s Twitter usage, specifically in regards to 
crisis and reputation management.  
By focusing on retail stores and brands, the research for this study was narrowed down to 
a specific business category.  Different types of businesses will have different types of crises 
depending on what industry they deal with.  Since this study focused on retail businesses, most 
of the crises researched had to do with a consumer product or service.  These crises could include 
recalls, misprints, technology updates, closures due to bankruptcy, or a customer’s experience 
(Stephens, n.d.)  Despite the different crises, the communication responses and reputation 
management strategies should be very similar since they are all in the same industry.  This 
industry is usually the focus of crisis research, so there is a gap in the information in regards to 
crisis management planning. 
Additionally, this project specialized in racial bias related crises that circulate around the 
Critical Race Theory (CRT).  Inspired by figures, such as W.E.B. Du Bois and Martin Luther 
King Jr., the Critical Race Theory views racial inequality as the social, economic, and legal 
differences that have been created for minorities (Curry, 2018).  This theory was analyzed and 
used to determine the specific cases that were utilized in the project’s research.  Racial related 
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crises were chosen over other issues because “while all crises create risk to the organizational 
image, racial issues are especially prone to high profile media coverage, large financial loss, and 
distrust or alienation from critical stakeholders,” (Williams & Olaniran, 2002).   
 In order to discuss the application of social media in regards to crisis communication and 
reputation management, this research project consists of five chapters.  The current chapter, 
Chapter 1: “Statement of the Problem,” introduced to problem surrounding this public relations 
based research.  Chapter 2: “Literature Review” reviews findings from previous research 
regarding the subject and theories based upon it.  The preliminary research was conducted to 
gain a background on what strategies have been previously used in public relations departments.  
As stated, Coombs’ work, among other scholarly articles, were used to gain insight on crisis 
communication and reputation management.  The history and background information of social 
media, as well as its current practices in regards to crises was examined.  Lastly, the ideal social 
media platform for businesses to utilize during a crisis was determined to be Twitter.  Following 
this, Chapter 3: “Methodology” is centered on the qualitative case study and textual analysis 
methodology that were used to conduct the primary research.  These methods also included 
comparative research in order to determine the best practices available.  Chapter 4: “Results” 
will present the findings, analyze the results, and discuss the meaning of the outcomes.  This will 
focus on the Twitter messages from each selected company and categorizing them appropriately.  
Lastly, Chapter 5: “Discussion” includes the evaluation, strengths and limitations, 
recommendations, and key takeaways based on this specific research.  
This research project seeks to close the gap in crisis related public relations practices.  
The foundation for this research aims at helping future public relations departments when 
handling crisis communication and reputation management.  Since there is not a lot of previous 
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research on effective social media usage during a crises, especially in the retail industry, this 
study helps to build a basis for companies to utilize when needed.  By studying current social 
media practices used in the event of a crisis, along with previous a communication management 
plan, an official response strategy, in regards to Twitter usage during a crisis, can be created.  
The research results can be utilized by companies and businesses for any upcoming crisis events 
and overall reputation management.  The background research and guiding literature for this 
project is introduced in the following chapter titled, Chapter 2: “Literature Review.” 
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Chapter 2: 
Literature Review 
According to the Public Relations Society of America (PRSA), public relations is “a 
strategic communication process that builds mutually beneficial relationships between 
organizations and their publics,” (PRSA, 2018, para. 4).  With every company or organization, 
despite the industry, there is some form of public relations (PR) department.  Whether this public 
relations department is ‘in house’ or is sourced from a PR firm, their job functions are similar.  
While the communication process has modified over the years due to technological 
advancements, public relations professional’s roles have remained essential for a company. 
Traditionally, public relations was primarily consisted of just research and writing for a 
company or organization.  Many traditional media that public relations professionals dealt with 
were press releases, fact sheets, news releases, pitch letters, and public service announcements.  
Now, with new media due to digital technology, public relations professionals also focus on 
media advisories, audio/ video news releases, websites, online campaigns, social media, and 
crisis communication.  While there were forms of crisis management and communication before 
the rise of new media, they have expanded with the Internet and social media (Stephens & 
Malone, 2010).    
In addition to maintaining a company’s forms of communication, public relations is 
overall about building connections.  The public relations department’s main focus is to form and 
expand relationships with their organization’s audience and stakeholders.  These connections are 
very beneficial in maintaining a positive image in the event of a crisis situation.  Additionally, 
public relations experts work effectively to foster long-term relationships with their 
organization’s shareholders (Papasolomou & Melanthiou, 2012).  A business’s stakeholder can 
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range from any party that “has interest in a company,” to its “investors, employees, customers 
and suppliers,” (Chen, 2019, para. 1).  
Crisis Management 
According to Coombs, a crisis is defined as “a significant threat to operations that can 
have negative consequences if not handled properly,” (2007, p. 3).  A crisis can be a number of 
events depending on the organization’s industry, location, or culture.  This crisis can be defined 
by as a “specific, unexpected, and nonroutine event or series of events that create high levels of 
uncertainty and threaten or are perceived to threaten an organization’s high-priority goals,” 
(Seeger et al., 1998, p. 233). There are many types of crises that could strike an organization 
including: technological, financial, natural, organizational misdeeds, among others.  The type of 
crisis determines the amount of damage done to an organization’s “reputation, image, brand, and 
relationship with a variety of publics,” (Ferguson et al., 2018, p. 251).  In terms of crisis 
management, the threat is “the potential damage a crisis can inflict on an organization, its 
stakeholders, and an industry,” (Coombs, 2007, p. 3).  If an organization does not have the 
proper crisis management and crisis communication plan, their reputation and credibility could 
be destroyed forever.  In Crisis Management and Communication, Coombs proposed a three step 
Crisis Management Plan (CMP) in order to lessen the damage in the event of a crisis; the steps 
are pre-crisis, crisis response, and post-crisis (2007).   
Pre-Crisis Phase. The pre-crisis phase is centered on preparation and prevention of a 
crisis.  The main aspect of the pre-crisis phase is to create a risk management program that will 
prepare any plans for crisis response.  Before the risk management team devises a preparation 
plan for a potential crisis, they work on preventing and “reduc(ing) known risks that could lead 
to a crisis,” (Coombs, 2007, p. 3).  The team must collect and analyze “information for potential 
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sources of risk,” as well as “diagnose crisis vulnerabilities (by) suggest(ing) ways to prevent 
risks from becoming crises,” (Maresh-Fuehrer, 2015, p. 174).   In the event that all preparation 
fails, the risk management team creates a crisis management plan for the organization’s public 
relations team to follow during a crisis.  Risk management makes sure that this plan is updated at 
least annually, the team conduct exercises to test the plans and team members, and pre-drafts 
some crisis messages to have on hand for a real crisis situation (Coombs, 2007).    
Crisis Response Phase. Next, the crisis response phase is when the organization’s risk 
management team will implement the plans they have created if a crisis occurs.  Everything the 
company says or does directly after a crisis event is part of their ‘crisis response,’ and it will 
affect how the public views the organization.  The main aspects to keep in mind for a crisis 
response are “optimal timing, response priorities, messages, strategies, specific channels and 
media, key target audiences and secondary publics, appropriate and credible sources of 
messages, and format of communicated responses,” (Ferguson et al., 2018, p. 251).  Initially, the 
organization must have a quick, accurate, and consistent response.  According to Coombs, they 
must “provide a response in the first hour after the crisis occurs;” sometimes even quicker 
depending on the situation of the crisis (2007, p. 6).  A quick response shows that the 
organization is credible for their actions, however, they must make sure their response is accurate 
as well.   
While it is imperative that an organization has a crisis response in the first hour, the time 
restraint risks sending out inaccurate information.  The risk management team needs to have a 
ready and up to date crisis management plan in order to quickly “mitigate damage to reputation 
and maintain relationships with publics,” (Ferguson et al., 2018, p. 258).  If the organization 
releases inaccurate information while trying to address the crisis in a time sensitive manner, they 
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must make sure to issue correction statements.  “Inaccuracies make an organization look 
inconsistent” and not credible, which could damage the organization’s reputation even further 
(Coombs, 2007, p. 6).  Therefore, it is important that anyone speaking for or sharing information 
about the organization are consistent with their message and are “speaking with one voice,” 
(Coombs, 2007, p. 6).  The type of response an organization issues is just as important as making 
their message timely, accurate, and consistent. 
Additionally, reputation repair and behavioral intentions are the transitional steps from 
the crisis response phase to post-crisis phase.  This step is usually taken once the initial crisis has 
settled down, yet still during crisis response, so that the organization can “repair the reputational 
damage a crisis inflicts,” (Coombs, 2007, p. 8).  There are different types of message strategies 
an organization can implement in the event of a crisis to repair their reputation.  According to 
Benoit’s (1997) Image Restoration Theory, there are five message options: apology, corrective 
action, denial, evasion of responsibility, and reduce offensiveness.  More specifically, the 
strategies an organization can implement are: “explanations, justifications, rationalizations, 
apologies, or excuses for behavior,” (Ferguson et al., 2018, p. 251).   
Post-Crisis Phase. Most of these reputation repair messages will continue during the 
post-crisis phases, since the crisis response phase is mainly reserved for urgent messages to the 
public.  However, in some instances where the crisis affected the organization’s audience, it is 
important to “accommodate victims of this crisis (those at risk or harmed by the crisis),” before 
addressing the organization’s personal reputation (Coombs, 2007, p. 8).  Only after any victims 
of the crisis are accommodated can the organization work to restore their reputation.  
Additionally, an organization should plan for both proactive and reactive reputation management 
strategies.  Proactive tactics involve “taking steps to prepare for deliberate or accidental damage 
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to the good name of the business,” while reactive tactics involve defense when a company has 
“suffered damage and need to put it right after the event,” (Smith, 2011, p. 91).  By 
implementing proactive tactics after a crisis event it helps to prevent any similar crises in the 
future. Coombs (2007) emphasized that an organization should use this phase as a learning 
experience and make improvements to their crisis management plan. 
In the post-crisis phase, the organization will typically work to return to their everyday 
activities.  While there is still a bit of clean up and reputation management to implement, it 
should be “business as usual,” (Coombs, 2007, p. 11).  Although most crises are seen in a bad 
light, they can be used as a learning experience for the company and risk management team.  The 
risk management’s post-crisis work is to reflect on how their team reacted to the recent crisis and 
improve their strategy.  This phase transitions back into the pre-crisis phase by giving the 
organization time to “improve prevention, preparation, and/or the response,” to a future crisis 
situation (Coombs, 2007, p. 12).  An organization’s crisis management plan revolves in a circular 
motion, always changing and adapting for the issue at hand.  See Figure 1 for a visual 
representation of the behavior of a crisis management cycle. 
 
  
Crisis Management Cycle    
Figure 1 (Adapted from Coombs, 2007) 
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Reputation Management 
After the crisis situation has settled down and all affected parties have been fully 
accommodated, the organization can work on rebuilding their reputation and image.  Reputation 
management is the overall steps that an organization will take to repair any negative light that 
was shown on them during a crisis situation.  A reputation is considered the evaluation 
stakeholders make about a company, which has the potential to attract customers, generate 
investment interest, generate positive media coverage, and lead to a positive financial analysis 
(Coombs & Holladay, 2006).  An organization’s reputation might be its most valuable asset, 
however it is very fragile and easily damaged by destructive forces, such as a crisis (Zheng et al., 
2018).  While having a positive reputation pre-crisis may lead to less scrutiny during a crisis, it is 
still beneficial to implement reputation repair actions post-crisis.  This is due to the fact that “the 
pre-existing favorable reputation does not shield firms from the negative effects of a crisis,” 
(Zheng et al., 2018, p. 58).  Despite what an organization’s pre-crisis reputation is, a crisis has 
the ability to ruin it depending on the severity and situation.  
Traditionally, reputation management has been handled by an organization’s public 
relations team because it falls under a ‘branding’ category.  Branding and public relations go 
hand in hand because they both work towards promoting a positive image and relationship with 
their audience.  It is believed that ‘reputation’ is a perceived concept applied to people that are 
not directly associated to an organization, while stakeholders are considered to have a personal 
‘relationship’ with the organization.  “In other words, a reputation is generally something an 
organization has with strangers, but a relationship is generally something an organization has 
with its friends and associates,” (Hutton et al., 2001, p. 258).  Distinguishing a difference 
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between an organization’s two main audiences is significant because the status of their reputation 
relies heavily on those disassociated with their brand.   
It is imperative that organizations implement reputation repair strategies in order to 
reduce “reputational harm from a crisis,” (Bratu, 2016, p. 233).  By sending out a quick, 
accurate, and consistent response as illustrated by Coombs (2007) in the crisis response phase, it 
will open a line of communication between the organization and its publics.  This conversation 
can either generate positive or negative comments regarding the organizations reputation.  
“Negative comments can boost reputational harm, while positive comments can assist in 
moderating the reputational harm for the entity in crisis,” (Bratu, 2016, p. 235).  The 
organization’s line of communication with its stakeholders and publics can make or break its 
post-crisis reputation.  
Racial Bias 
 According to Critical Race Theory, “racial inequality emerges from the social, economic, 
and legal differences that white people create between ‘races’ to maintain elite white interest in 
labor markets and politics and as such create the circumstances that give rise to poverty and 
criminality in many minority communities,” (Curry, 2018, p.1).  Curry stated that this theory is 
very relevant and provides an important perspective on racism in the United States of America 
(n.d.).  Most of the minorities that are effected by racial bias and in equality are Asian 
Americans, Latino Americans, American Indians, and African Americans (Baker, 2001).  The 
racial biases that were focused on for this study were against African Americans.   
 In accordance to Critical Race Theory, there are various ways that racial inequality 
emerges.  One of the lesser known racist attitudes is color-blindness.  The term color-blindness 
means that an individual believes that “race should not and does not matter,” (Neville et al., 
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2000, p.60).  While this may seem inoffensive, an aspect of this ideology is racial privilege and 
the lack of awareness surrounding white privilege (Offermann et al., 2014).  This essentially 
means that some people do not recognize racism and, because they have never experienced it, do 
not realize the severity.  Having a color-blind mindset is especially offensive because it is 
“denying the racially discriminatory experiences that many members of ethnic minority groups 
continue to encounter,” (Offermann et al., 2014, p. 500).  This perspective is directly related to 
racism and having a color-blind belief can lead to many crisis issues such as discrimination, 
racial prejudice, and offensive messages.  Most crises surrounding racial bias incidents are either 
action, word, or symbol related; each type needing a distinct reaction from the company (Baker, 
2001).   
 Crises related to racial biases were chosen over other types of crises because they 
characteristically cause the most damage to the organization and those offended by the crisis.  
While any crisis will have detrimental effects against a business or company, racial issues are 
usually prone to “high profile media coverage, large financial loss, and distrust or alienation 
from critical stakeholders,” (Williams & Olaniran, 2002, p. 296).  Additionally, any crisis related 
to a racial bias incident will typically heighten attention from the media, public, and 
organizations stakeholders (Williams & Olaniran, 2002).  The severity and type of crisis is the 
contingent factor for how severe the negative effects and consequences a racial bias related crisis 
has on an organization.  In most cases, companies are unable to afford the financial repercussions 
that occur after a severe racial bias crisis (Baker, 2001).  The reason for these extreme financial 
burdens are due to a poor organizational reputation after a crisis and a bad image in the eyes of 
the public.  
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Public Relations and Social Media 
Originally, crisis communication was dependent solely on the organization’s public 
relations team.  Now the crisis team has evolved into the ‘risk management team’ which is made 
up of legal, security, human resources, finance, and of course, public relations professionals 
(Coombs, 2007).  Crisis management strategies took a “firm-oriented perspective and focused 
largely on the effects of crisis management and recovery management,” (Zheng et al., 2018, p. 
57).  The crisis management teams did not consider the general public as factors in crisis 
management because they were too focused on their stakeholders.  However, the public soon 
became active receivers, instead of passive receivers due to the creation of social media. “The 
public’s role (has changed) from passive receivers to active content creators and opinion 
generators,” with the ability to freely post and share information about a crisis in real time 
(Zheng et al., 2018, p. 57).  This has helped to create a form of two-way communication where 
the organization can easily converse back and forth with their audience.   
An Abbreviated History of Social Media  
Modern social media, or social networking, has been around for a little over 15 years 
thanks to the technological advances our society has made with digital media.  Among the first 
social networking websites that were created are Facebook and LinkedIn; both organizations 
launched in the early 2000’s, Facebook in 2004 and LinkedIn in 2003 (Shah, 2016).  These 
social network websites, and soon mobile applications, created a new wave of communication.  
The official label ‘social media’ is defined as “the term commonly given to websites, online 
tools, and other interactive communication technologies which allow users to interact with each 
other in some way, either by sharing information, opinions, knowledge, or interests,” 
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(Papasolomou & Melanthiou, 2012, p. 319).  Despite its original intentions, social media is now 
used for much more than just connecting with close friends and family.   
Social media websites such as Facebook, LinkedIn, Instagram, YouTube, and Twitter are 
being used ways beyond their creator’s initial intent.  For example, Facebook, Instagram, and 
Twitter were originally just meant for “personal and direct communication” between distant 
friends and family (Bratu, 2016, p. 233).  Nowadays, many organizations, corporations, and local 
stores are using social media as a way to communicate with their audience and advertise their 
business.  Social media websites have given these businesses “new ways to interact with 
customers… in an informal and more personal way,” (Papasolomou & Melanthiou, 2012, p. 
320).  If a customer has a question or concern, they can take to social media to have it directly 
and immediately answered; instead of waiting for an impersonal response via the company’s 
website or email.  Social media is creating a “network of relationships” where businesses can 
“share, collaborate, participate, and co-create” with their audiences,” (Papasolomou & 
Melanthiou, 2012, p. 321).  This new way of connecting makes it easier for businesses to build a 
relationship with their customers through a form of two-way communication.  
Social Media and Crisis Communication 
Along with connecting on a personal level with their audience, social media can be used 
by organizations for other forms of communication.  Businesses and organizations have started 
to use social media as an “effective tool for strategic communication” in terms of marketing, 
advertising, and crisis situations (Eriksson, 2018, p. 526).  A company’s website and social 
media accounts can provide vital information and updates during a time of crisis.  Whether the 
crisis is location/ weather based, financial/ economical, or personal to the corporation, 
contributing more information than traditional media offers is beneficial.  Additionally, due to 
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the fact that today’s society is heavily present on social media, an organization must take into 
consideration the “increased pace, scope, and impact” a crisis can spread online (Ott & 
Theunissen, 2014, p. 98).  A crisis situation can unfold very quickly and soon become ‘viral’ 
before the affected organization even has time to respond. Utilizing official company social 
media is important in a time of crisis to keep the public aware and informed. 
An organization has the ability to follow W. Timothy Coombs’ Crisis Management Plan 
in order to react to a crisis event via social media.  The three phase plan: “(1) pre-crisis, (2) crisis 
response, and (3) post-crisis” can be implemented for a social media response, not solely 
traditional media (Coombs, 2007, p. 3).  However, there are also other crisis response methods 
that have been cultivated strictly for social media usage.  Aula (2010) suggests that organizations 
can follow one of these four strategies: absence, presence, attendance, or omnipresence.  These 
four strategies would be implemented during the ‘crisis response’ phase of Coombs’ crisis 
management plan.  Depending on the crisis situation, an organization has to determine the 
appropriate method of response; this means figuring out which type of message will be the most 
effective.  According to Eriksson (2018), some common crisis communication approaches are 
the apology and justification strategy or the denial message strategy.  However, it was found that 
“highly accommodative strategies appear to be more successful than denial or diminishing 
strategies,” (Ott & Theunissen, 2014, p. 101).  Therefore, an organization has to make an 
important decision on what type of response they will send via social media to a crisis, and what 
the implications of said response will mean for their business. 
While some organizations can learn from other’s crises mistakes by focusing on “how 
the(ir) crises emerged, how each organization responded, and whether the strategies proved to be 
successful,” it is important to have their own specific social media plan (Ott & Theunissen, 2014, 
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p. 98).  Creating a personalized social media crisis plan can help an organization effectively 
handle their situation.  By responding to their crisis via a Facebook post, an Instagram post, or a 
Tweet on Twitter, an organization has the ability to personalize the information they are sending 
to their consumers.  This helps to reduce a crisis by “belittl(ing) gossip and defend(ing) 
reputations” through “swift counteraction” on social media (Bratu, 2016, p. 234).  Starting a 
conversation about the crisis on social media also offers a form of two-way communication 
between the organization and their public, that traditional media lacks.  Eriksson has found that 
by “taking actions on social media that demonstrate that the organization is listening to affected 
or critical citizens and consumers during crisis situations,” it helps the organization’s reputation 
management immensely (2018, p. 531).  This shows that organizations are using social media as 
a voice of information and reputation repair in most crises.   
By being proactive with crisis response on all social media platforms, organizations can 
get a head start on repairing their reputation after a crisis situation.  Similar to Coombs’s theory, 
by sending out informational messages on social media in a timely manner, organizations are 
perceived to be more credible in a crisis.   By acknowledging the “importance of dialogue, 
message, source, and timing,” an organization can work on their reputation management while 
still focusing on crisis communication (Eriksson, 2018, p. 533).  It is imperative for an 
organization to be cautious of their quick timing because a hasty response could lead to false 
information.  Additionally, organizations should “promote a hashtag to use for acquiring 
information” while on social media (Lin et al., 2016, p. 603).  This will make it easier for the 
public to search for any updates the organization releases about the crisis.  The social media 
platform, Twitter, utilizes hashtags as a tool to easily find ongoing conversations about a certain 
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topic.  Therefore, many organizations are using Twitter as their main social media outlet when 
communicating information about a crisis. 
An Overview of Twitter 
In order to determine the most effective ways to use Twitter, background information 
about the platform was needed.  The idea for Twitter was created in 2006 by Jack Dorsey, and 
was later born with the help of Evan Williams and Biz Stone.  Originally, Twitter was an SMS 
based communication platform where “groups of friends could keep tabs on what each other 
were doing based on their status updates,” (MacArthur, 2019, para. 3).  The platform’s main 
intention was simply to connect friends through a concept that is similar to group texting, but via 
the Internet.  One distinguishing factor of Twitter in its beginning stages was that the messages 
or ‘Tweets’ were limited to 140 characters; this has since been updated to 280 characters per 
Tweet.  Over the years Twitter has evolved into a social sharing platform that connects millions 
of users across the globe.  With its evolution, users have created “new jargon and different ways 
to use the service” that fit with their daily wants and needs from a social media standpoint 
(MacArthur, 2019, para. 18).  While Twitter was initially supposed to be a close knit 
communication tool, it is now being used by celebrities, politicians, world leaders, businesses, 
and organizations to connect with their audiences.  
Currently, Twitter is being used by basically every known company, organization, and 
business to communicate with their customers and publics.  Organizations are using Twitter to 
post frequent, simple messages that are able to share a link to other websites in order to “reach a 
large number of stakeholders,” with a singular post (Xu & Wu, 2015, p. 240).  It is very easy for 
a company to send out a quick status update on Twitter because of the limited message size and 
high volume of users.  Additionally, in 2015 Xu and Wu found through research that “about 20 
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percent of all internet users use Twitter,” as a main social media platform (p. 240).  It is 
estimated that in 2018, Twitter had about 320 million active users.  Due to the high volume of 
Twitter users, it is easy to understand why many organizations are using the social media 
platform not only for communicating, but for crisis communication and reputation management 
as well.  However, to better understand this issue, the following research question was formed: 
RQ1: How are major retail companies implementing Twitter strategies for 
reputation repair when dealing with racial bias related crises? 
 Utilizing Twitter messages to address the public during a crisis has become a largely used 
public relations tactic.  Sending out a quick Tweet with updates regarding a crisis situation is a 
simple was to keep stakeholders informed and engaged.  Additionally, since Twitter is a form of 
two-way communication, it has “empowered the public to become senders of crisis-related 
information,” (Zheng et al., p. 57).  Since many Twitter users will ‘retweet’ a message or share 
Tweets, it allows them to assist with secondary crisis communication efforts.  This helps to 
facilitate a conversation and answer questions between an organization and their audience.  
Organizations have the ability to send strategic messages through Twitter and interact with users 
in order to maintain their reputation and relationships in a crisis situation (Xu & Wu, 2015).  
This thought process informed the second research question: 
RQ2: What are the most effective practices companies can implement through 
Twitter after a crisis situation is diffused? 
In addition to providing updated information during a crisis situation, Twitter is thought 
to be the ideal social media platform for an organization to implement reputation repair once 
they have reached the post-crisis phase.  According to Schultz et al., Twitter is the most effective 
social media tool for building relationships because in their research, “Tweets had the most 
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positive effect on secondary crisis communication and reactions,” (2011, p. 26).  This means that 
reputation repair Tweets sent from an organization’s official Twitter account helped to rebuild 
trust and relationships with their audience.  In the following chapter titled, Chapter 3: 
“Methodology,” the particular methods and data that were used in this project to research Twitter 
crisis communication tactics are explained. 
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Chapter 3: 
Methodology  
Introduction 
 In order to fully understand why retail companies implement certain crisis management 
plans and reputation repair, this research project focused on what the best practices are when 
dealing with social media crises.  The method was designed to answer the following questions: 
RQ1: How are major retail companies implementing Twitter strategies for reputation 
repair when dealing with racial bias related crises? 
RQ2: What are the most effective practices companies can implement through Twitter 
after a crisis situation is diffused? 
A qualitative case study was selected as the primary methodology, with a textual analysis to 
support the findings.  The methodology is qualitative because the research examines “the 
relationship between experiences, practices, and cultural texts,” instead of numbers (Winter, 
2014).  This research method was chosen because of its ability to identify patterns over an 
extended period of time and compare the responses of multiple retail companies.  The textual 
analysis provided an insight to the strategies used when relating to a social media crisis 
management plan.  This chapter further introduces the method used, provides the rationale for 
this research, and explains the data that was analyzed in Chapter 4: “Results.”  
Method Description 
 In order to determine the “Best Practice” techniques that the project requires for a retail 
company’s social media during a crisis, a case study was conducted to gather data.  A case study 
is a research method that “focuses on a single unit for analysis—one person, one group, one 
event, one organization, and so on.  The genre serves as a reasonably manageable holistic project 
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for novices to qualitative research to learn basic methods of fieldwork, data collection, and 
analysis,” (Saldana, 2011, p.8).  This method of research focused on “describing, understanding, 
predicting, and/or controlling the individual,” (Woodside, 2017, p. 1).  Case study research can 
also rely on multiple related cases, instead of a singular instance, in order to gain quantitative 
evidence in addition to the qualitative results (Definition of case study, 2018).   
 A case study was chosen for this project because it allows the researcher to go back and 
reconstruct the details of a specific event.  This approach used both a textual analysis and 
observation of the companies involved in the case examples.  The qualitative research for this 
study consists of collecting social life data, as well as textual materials such as social media posts 
“that document human experiences about others and/or one’s self in social action,” (Saldana, 
2011, p.3-4).  A textual analysis is a method that is used to understand the “language, symbols, 
and/or pictures present in texts to gain information regarding how people make sense of and 
communicate life,” (Hawkins, 2017, p. 1754).  This made it possible to analyze the strategies that 
retail companies use when communicating for reputation repair.  This form of analysis involves 
examining the details closely and being aware of the context in which the text was produced 
(Belsey, 2013).  The textual analysis method also allows researchers to interpret the 
characteristics of the message to determine their purpose (Frey et al., 1999).  The specific textual 
information that was analyzed for this research consists of the social media posts for each case. 
 Typically, a case study involves seven stages: (1) justification for the research (2) 
justification for a case study method (3) criteria for quality of the case study design (4) designing 
the case study (5) criteria for selecting a case design (6) data collection (7) case study analysis 
(Phondej, Kittisarn, & Neck, 2010).  Within these stages the textual analysis was also conducted.  
The textual analysis usually involves five stages: (1) planning (2) development (3) test or sample 
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coding (4) coding (5) analysis (Kuckartz, 2014).  In these stages, the researcher determines 
which texts need to examined, figure out the unit of analysis or coding, and structure the results 
(Slapin, 2018).  Coding is a procedure for organizing different texts and determining patterns 
within them that helps to “bridge the gap” in the research (Auerbach & Silverstein, 2003, p. 35).  
The coding of the textual analysis helped to build themes and categorize the results.  
In this project, the research focused on three cases to compare and contrast the most 
practical techniques for crisis related public relations.  Due to the ability to compare and contrast 
the data for this research, the project was also considered a comparative communication research 
method.  Comparative research is defined as “a minimum of two macro-level units (systems, 
cultures, markets, or their sub-elements) with respect to at least one object of investigation… that 
attempts to reach conclusions beyond single systems or cultures and explains differences and 
similarities between objects of analysis against the backdrop of their contextual conditions,” 
(Esser & Hanitzsch, 2012, p. 5).  This is a sub-form of qualitative research that allowed the 
researcher to compare different aspects of the study in order to explain the results. 
Method Development 
 Data Collection.  As previously mentioned, the purpose of this study was to determine 
the best practices for retail companies to implement on social media when dealing with a crisis 
situation.  Subsequently, three instances of racism related, retail crises that were communicated 
on social media, were chosen.  All three retail companies are in the fashion industry, one being a 
fast fashion, or lower-quality brand, and the other two are higher-end, luxury brands (An 
overview of the clothing industry from fast fashion to high-end luxury brands, n.d.).  The 
companies involved in this case study were H&M, Prada, and Gucci.  Respectively, the three 
crises occurred within about a year of one another. 
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 The first case studied was H&M’s crisis that occurred in January 2018.  According to 
their website, H&M, a subsidiary brand of the H&M Group, is “a fashion brand, offering the 
latest styles and inspiration for all — always… With price, quality and sustainability deeply 
rooted in its DNA, H&M is not only a possibility for everyone to explore their personal style, but 
it also offers a chance to create a more sustainable fashion future,” (H&M, n.d.).  The crisis that 
was analyzed involved a children’s sweatshirt that was advertised on their website featuring a 
young African American boy.  The sweatshirt he was wearing highlighted a slogan that read 
“Coolest Monkey in the Jungle.”  This sweatshirt received a lot of backlash from people online, 
especially on Twitter.  H&M was criticized for being racist with the manufacturing and selling of 
this product.  They issued multiple apologies on Twitter and made statements to multiple news 
outlets.  H&M also removed the sweatshirt for sale from their website and retail stores. 
 The second case surrounded Prada, a high-end fashion brand and subsidiary of the Prada 
Group.  According to their website “Prada has been synonymous with cutting-edge style…  Its 
fashion transcends products, translating conceptuality into a universe that has become a 
benchmark to those who dare to challenge conventions focusing on experimentation,” (Prada, 
n.d.).  The event that was analyzed surrounded Prada’s Pradamalia line; this crisis occurred in 
December 2018.  The Pradamalia line was an array of products that featured monkeys 
resembling racist imagery and blackface.  The monkeys appeared on toys, keychains, and other 
accessories for their holiday line.  The products were also presented in front of posters and 
displays that had pictures of obvious blackface.  Prada responded with Tweets apologizing for 
the products and their racist undertones.  They also removed the merchandise line from displays 
and circulation so that they could no longer be purchased.  
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 The last case studied was about Gucci, a luxury fashion brand that is part of the Kering 
Group.  According to their website, Gucci “is reinventing a wholly modern approach to fashion. 
Under the new vision of creative director Alessandro Michele, the House has redefined luxury 
for the 21st century, further reinforcing its position as one of the world’s most desirable fashion 
houses,” (Gucci, n.d.).  The crisis case for Gucci that was analyzed occurred in February 2019.  
This crisis involved a women’s black turtleneck sweater that resembled blackface.  The sweater 
was featured on a white model, having a roll-up collar that pulls up onto her face and over her 
mouth.  After many complaints of racism and offense from people online, Gucci responded.  
They issued an apology response on Twitter, as well as through news media websites.  
Additionally, Gucci removed the sweater from their store shelves and website.  
 These three cases were chosen because their crises were very similar in nature.  All of the 
companies dealt with racism issues brought on by their employees and staff.  Additionally, the 
crises all coincided with merchandise issues and complaints.  Specifically, these cases were 
similar in the sense that the messages being expressed with their products insinuate racist beliefs.  
According to Baker, racial crises can include “charges of racism against an organization, the use 
of racial slurs… lawsuits alleging discrimination on the basis of race,” (2001, p.2).  Therefore, 
these crises had extreme, yet comparable effects on their audience and stakeholders.  Lastly, 
these cases were chosen over other related crisis situations because of their timeline.  The crises 
all transpired within a little over a year, spanning from January 2018 to February 2019.  Meaning 
that the technology and societal influences during this time period were identical. 
 Criteria for Inclusion. To establish the data being collected, the information for all three 
cases solely consisted of Twitter messages or Tweets.  Additionally, the main Twitter messages 
being analyzed were released from the retail company’s official accounts.  There was also a 
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selection of random reply Tweets, sent by the company’s audience, which were analyzed.  The 
Tweets were collected for each company one month prior to the crisis event, during the crisis, 
and one month afterward.  This collection process was done by creating an advanced search on 
Twitter, which allows a user “to tailor search results to specific date ranges, people and more. 
This makes it easier to find specific Tweets,” during a specific time frame (How to use advanced 
search, n.d.).  The three company’s accounts @hm, @Prada, and @gucci and the aforementioned 
time frame were used for these searches.   
 Specifically, there were 72 Tweets analyzed in this case study.  For each retail case, it 
was decided that only two messages before and two messages after the crisis event were 
analyzed.  This helped to keep the pre-crisis and post-crisis analysis identical for all three 
companies.  In regards to how many Tweets were analyzed for crisis-response, the particular 
company determined this.  For H&M, there were three Tweets that fit into their crisis-response 
phase.  Next, for Prada there were also three Tweets for this phase.  Lastly, for Gucci there were 
four Tweets analyzed.  Additionally, for each company there were audience response Tweets 
examined for all of the Twitter messages that belonged to the crisis-response phase.  For each 
crisis-response Tweet, five public responses were analyzed, chosen at random.  In total, H&M 
and Prada had 22 Tweets each and Gucci had 28 Tweets involved in this study.  The messages 
amount to 72 total Tweets, 50 reply Tweets, and 22 Tweets from the main companies.   
 Data Analysis. In order to assess the data, the Tweets were categorized by content and 
message purpose.  Not only was the purpose of each Tweet examined, but also the configuration 
and timing as well.  The message for each Tweet was not just in the words, but the structure and 
content were very important to why it was conducted (Frey et al., 1999).  The timing of the 
Tweets helped to determine the urgency the company responded with.  Also, the volume of 
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Tweets helped determine the severity of the crisis in the eyes of the company.  The engagement 
of the 10 main crisis response Tweets were analyzed in categories of likes, retweets, replies, and 
followers.  In order to analyze all of the Tweets, five appendices were created.  They are as 
follows: Appendix A-Tweet List, Appendix B- Coding, Appendix C- Replies, Appendix D- 
Coded Responses, and Appendix E- Engagement.  Every aspect of the responses these 
companies released was meticulously planned, therefore no detail was overlooked when 
analyzing the Tweets.  
The initial categories for coding were based on Coombs’ (2007) three phases of the Crisis 
Management Plan.  This includes pre-crisis, crisis response, and post-crisis as the three overall 
themes.  The Tweets were separated into these categories bases solely on time frame relative to 
the crisis event.  Next, it was determined which of the selected Tweets, sent in the crisis response 
time frame, were relative to reputation management.  They were coded by message intent, based 
on Benoit’s (1997) Image Restoration Theory.  This includes the following sub-categories: 
apology, corrective action, denial, evasion of responsibility, reduce offensiveness, and unrelated.  
While the Tweets there were analyzed did not belong to all of the five sub-categories, it was still 
important to include them for reference.  After the Tweets for each case were coded into their 
subsequent categories, they were analyzed. 
Apology. First, apology, as defined by the Merriam-Webster online dictionary, is “an 
admission of error or discourtesy accompanied by an expression of regret,” (Apology, n.d.).  
Also it can be considered “something that is said or written to defend something that other 
people criticize,” (Apology, n.d.).  According to Benoit (1997), an apology is a form of 
mortification that aims to confess or beg forgiveness.   
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Corrective Action. In order to define corrective action, the term had to be broken down 
into two parts.  Correct, was used as the root word for corrective, and as defined by the Merriam-
Webster online dictionary, is “to make or set right,” or “to discipline or punish (someone) for 
some fault or lapse,” (Correct, n.d.).  The word action, as defined by the Merriam-Webster online 
dictionary, is “a thing done: deed,” or “the accomplishment of a thing usually over a period of 
time, in stages, or with the possibility or repetition,” (Action, n.d.).  According to Benoit, a 
corrective action is when “the company promises to correct the problem. This action can take the 
form of restoring the state of affairs existing before the offensive action, and/or promising to 
prevent the recurrence of the offensive act,” (1997, p. 181).  
Denial. Next, denial, as defined by the Merriam-Webster online dictionary, is the “refusal 
to admit the truth or reality of something (such as a statement or charge); assertion that an 
allegation is false,” (Denial, n.d.).  According to Benoit, one for of denial is a simple denial, 
where a company “may deny that the act occurred, that the firm performed the act, or that the act 
was harmful to anyone,” (1997, p. 179).  The other form of denial is shifting the blame, “arguing 
that another person or organization is actually responsible for the offensive act,” (Benoit, 1997, 
p. 180).   
Evasion of Responsibility. Again, this term was broken down into two parts in order to 
properly define.  Evade, was used as the root word for evasion, and as defined by the Merriam-
Webster online dictionary, is “to elude by dexterity or stratagem,” or “to avoid facing up to; to 
avoid the performance of: dodge; to avoid answering directly: turn aside,” (Evade, n.d.). Next, 
responsibility was defined by the Merriam-Webster online dictionary, as “the quality or state of 
being responsible: such as a) moral, legal or mental accountability, b) reliability, 
trustworthiness,” (Responsibility, n.d.).  According to Benoit (1997), evasion of responsibility 
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has four versions.  These options are saying the act was a response to another’s offensive act, 
defeasibility, claim it occurred by accident, or claim it was performed with good intentions 
(Benoit, 1997).   
Reduce Offensiveness. In order to explain reduce offensiveness, it had to be separated 
into two definitions.  As defined by the Merriam-Webster online dictionary, reduce means “to 
draw together or cause to converge: consolidate,” or “to diminish in size, amount, extent, or 
number,” (Reduce, n.d.).  The word offensiveness was defined by its root word, offense.  
Offense, as defined by the Merriam-Webster online dictionary, is “something that outrages the 
moral or physical senses,” or “the act or displeasing or affronting; the state of being insulted by 
or morally outraged,” (Offense, n.d.).  According to Benoit (1997), in order to reduce 
offensiveness, a company can use six versions.  These options are bolstering, minimize negative 
feelings, differentiation, transcendence, attack accusers, or compensate (Benoit, 1997).  
Unrelated.  Lastly, a sixth coding category was created for the Tweets that did not fit the 
coding categorization requirements of the other five categories.  Tweets were only coded in this 
category if their message did not express any of the reputation repair message strategies listed 
above.  For example, Tweets were coded in this category if they did not convey a message 
relating to a crisis situation. 
Limitations of the Study   
As with any communication research method, a case study and textual analysis have their 
limitations and disadvantages.  The main weaknesses of a case study as a research method are 
that it is very time-consuming for the researcher, it is difficult to reproduce, and the results are 
rarely generalizable (Gagnon, 2010).  In order to create a case study, conduct research, and 
analyze the results, both the researcher and any participants involved must endure a long-drawn-
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out process.  Luckily for this particular research, there are no participant subjects to 
inconvenience.  However, it is difficult to reproduce this study because it relied heavily on the 
collection of archived social media posts.  If the companies analyzed decided to delete their posts 
documenting the crises, researchers would have nothing to base their study on.  Additionally, 
when focusing on attempting to make results generalizable, the researcher could easily get 
distracted and miss more important characteristics of the project (Stake, 1994).   
 Similarly, conducting a textual analysis for research has its weaknesses.  The main 
disadvantages of a textual analysis are coding and generalization issues.  Comparable to a case 
study, textual analyses do not offer generalizable results.  In order to find large-scale, general 
facts, the researcher would have to turn people into numbers, turning the study into a quantitative 
research (Mckee, 2003).  It is difficult to take a specialized study, such as a textual analysis, and 
make it apply to every aspect of that field.  As stated in the literature review, different types of 
crises require different approaches of a response.  Since the topic of this research is so specific to 
the industry and situations, the results are not applicable to all corporate crises.  Lastly, the 
coding and frame of reference creates limits within the study.  Most of the categories that lead to 
coding and sorting the texts are “based on similarity rather than contiguity, and thus is not a 
recontextualization,” (Maxwell & Chmiel, 2014).  Meaning that sometimes the coding categories 
can take the message of the texts out of their original contexts.  
Summary 
 As previously stated, the researcher selected a qualitative case study and textual analysis 
for the project’s methodology.  After examining the strengths and limitations of these 
methodologies, it was determined that a case study and textual analysis met the qualifications for 
the research questions.  The case study revolved around three situations where different retail 
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companies experienced related crises.  The companies being researched were H&M, Gucci, and 
Prada.  All three of these cases involved racial bias incidents correlated with the sale of their 
products or merchandise.  The textual analysis for this case study focused on the company’s 
social media responses, specifically on Twitter, to these crisis events.  The Tweets were 
categorized and coded based on Coombs’ (2007) crisis management plan.  To present the 
research project’s findings and results, the discussion continues in Chapter 4: “Results.” 
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Chapter 4: 
Results  
Introduction  
 Conveyed throughout this document, a gap in research and scholarly literature regarding 
social media use via public relations professionals for crisis communication is present.  The 
literature revealed that the primary platform, Twitter, was under-analyzed in research for public 
relations practice.  It also showed that there is a lack of studies for crises related to racially bias 
incidents.  As such, the following chapter contains the results of the qualitative case study and 
textual analysis outlined in Chapter 3: “Methodology” of this project. Through the use of a 
mixed-methodological approach, this research analyzed Tweets made by three retail-fashion 
companies regarding racial bias crises in order to answer the following research questions: 
RQ1: How are major retail companies implementing Twitter strategies for reputation  
repair when dealing with racial bias related crises? 
RQ2: What are the most effective practices companies can implement through Twitter  
after a crisis situation is diffused?  
In order to retrieve a sample, companies in a similar industry with similar crisis situation were 
chosen; all of which occurred around a year of each other.  The three companies selected were 
H&M, Prada, and Gucci.  The Tweets from these companies were recorded from specific time 
frames for each crisis case, but still stayed within the general time frame of December 2017 to 
March 2019.  These Tweets were recorded into a master list of all messages analyzed by the 
three companies and presented in Appendix A- Tweet List.   
The criteria that determined which Tweets were to be analyzed was taken from Coombs’ 
(2007) three phases of the Crisis Management Plan; including pre-crisis, crisis response, and 
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post-crisis.  This chapter presents the general findings regarding the number of Tweets for the 
three Twitter accounts, as well as audience responses for Tweets made in the crisis response 
phase.  Specifically, the amount of likes, retweets, and responses for all of the Tweets were 
presented.  Additionally, the reputation management approach the companies used in their 
messages based on Benoit’s (1997) Image Restoration Theory were coded and recorded, as well 
as whether the audiences response was generally positive or negative.  
Findings  
A textual analysis was conducted regarding Tweets in response to recent crisis situations 
for H&M, Prada, and Gucci.  In total, there were 72 Tweets analyzed in the case study.  There 
were 22 Tweets from the three companies and 50 audience reply Tweets.  Each company had 
two pre-crisis and two post-crisis Tweets chosen; H&M and Prada had three crisis response 
Tweets, while Gucci had four crisis response Tweets.  Additionally, for each crisis response 
Tweet, there were five replies from the audience chosen at random.  Overall, H&M and Prada 
each had 22 Tweets analyzed, while Gucci had 28 Tweets analyzed; this number includes Tweets 
from the companies and audience replies.  Using Appendix A- Tweet List, Table 1 shows the 
number of Tweets and Twitter account name for reference of the three main sources of Tweets.  
The Twitter account names for the specific audience members whose responses were chosen for 
the crisis response Tweets were presented in Appendix D- Coded Responses.  These account 
names were presented in the Appendix section instead of within Table 1, because there were 50 
different accounts from the replies, all only posting one Tweet for this research. 
Table 1 
Number of Tweets per Twitter Account   
Company Name Twitter Account Number of Tweets 
H&M @hm 7 
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Prada @Prada 7 
Gucci @Gucci 8 
 
 Coding. The following section contains the findings regarding the reputation 
management categories for Twitter messages sent out by the three companies, as introduced in 
Chapter 3: “Methodology.”  The coding categories used were apology, corrective action, denial, 
evasion of responsibility, and reduce offensiveness.  These five categories were used to code the 
Tweets collected, as well as to create connections and themes between them.  Some of the 
Tweets fell into one or more categories, however some Tweets did not; these Tweets went into a 
sixth category of unrelated.  The Tweets sent out by H&M, Prada, and Gucci were coded and 
labeled by color category as seen in Appendix B- Coding Sheet and the corresponding coding 
key.  Below, Figure 2 displays the number of Tweets combined for all three of the companies 
conveying apology, corrective action, denial, evasion of responsibility, reduce offensiveness, and 
unrelated.  For the various Tweets that were coded into more than one category, they were 
included in the final number for any applicable category.   
Figure 2 
Number of Tweets per Coding Category  
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The results of this figure show that the unrelated category had the highest number with 12 
Tweets.  The second highest number was reduce offensiveness, with 10 Tweets.  The third 
highest was corrective action with six Tweets.  The evasion of responsibility category had four 
Tweets and the apology category only had three Tweets.  Last, none of the Tweets fit into the 
denial category.  The explanations for these results and coding process is explained below.    
Message Intent. The following section contains the findings for the coding process of 
Tweets regarding the messages sent by H&M, Prada, and Gucci.  The results and explanations 
for why certain categories applied to specific Tweets and not others was also included.  The 
Tweets were coded by company in Appendix A and placed into a color-based coding sheet in 
Appendix B.  The coding guide is as follows: apology is red, corrective action is orange, denial is 
yellow, evasion of responsibility is green, reduce offensiveness is blue, and unrelated is purple.  
The sixth category of unrelated was included for messages that did not fall into one of Benoit’s 
(1997) five Image Restoration Theory categories.   
Apology. First, through the use of Appendix B- Coding, it was determined that there were 
four Tweets that could be categorized as an apologetic message.  Two of these messages came 
from H&M’s Twitter account and two came from Gucci’s Twitter account.  Out of these four 
Tweets, three of the messages were placed in multiple categories.  In Figure 3 below, Tweet #17, 
the first crisis response Tweet from Gucci is shown.  The message explains that Gucci 
“apologizes” for the crisis situation.  The use of the actual word apology clearly expresses their 
error and makes it obvious which reputation repair tactic they used.  Figure 4 shows one of 
H&M’s apology messages with Tweet #3.  This message uses the word “sorry” in order to 
express their apology.  While they did not directly use the word apology in their Tweet, such as 
H&M did, the word “sorry” is typically used as an expression of an apology.  
42 
Figure 3 
Figure 4 
  
 
 
 
 
 
 
 
 
 
 
 
 
Corrective Action. Second, the coding method, as seen in Appendix B- Coding, revealed 
that six of the Twitter messages were considered to convey a corrective action.  All three of three 
companies issued a corrective action in their crisis response messages.  In order to be classified 
as a “corrective action,” the message must state how the company aims to correct the crisis going 
forward.  Figure 5 shows Tweet #19, which is part of Gucci’s four initiatives created after their 
crisis event in order to “embed cultural diversity and awareness in the company.”  The initiatives 
were described over a set of three Tweets, the second in the set is shown.  Figures 5a, 5b, and 5c 
show the pictures included in Gucci’s Tweet that describe the new “multicultural design 
scholarship program” and “diversity and inclusivity awareness program” the company is 
initiating.  These new programs, in theory, were attempting to change the mindset and 
Tweet #17- Apology Tweet 1 
Tweet #3- Apology Tweet 2 
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employment staff at Gucci so that the company becomes more diverse and an issue, such as this 
crisis, does not happen again.  
                    Figure 5 
  
Tweet #19- Corrective Action Tweet 1 
Figure 5a       
Tweet #19 Attached Picture 
Figure 5c       
Tweet #19- Attached Picture 
Figure 5b       
Tweet #19- Attached Picture 
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Denial. As shown in Figure 2 above, none of the Tweets analyzed from H&M, Prada, 
and Gucci were considered to fit in the “denial” category.  All of the messages addressed the 
crisis situation and in some way took the blame for the incident.  According to Benoit’s (1997) 
Image Restoration Theory, denial is refusing to admit that the incident happened, that it was 
harmful, or that the company was responsible for it.  While some of the messages may have 
stated the end results of the situation was not their intention, they still acknowledged that they 
were at fault. 
 Evasion of Responsibility. Next, as previously shown, there were four Tweets that were 
categorized as conveying “evasion of responsibility” messages.  Two of the messages were from 
H&M and two of the messages were from Prada; Gucci did not express any evasion of 
responsibility in their crisis response messages.  Most of the messages considered to be evasion 
of responsibility were the companies stating that the situation was an accident.  Below, Figure 6 
shows Tweet #5, H&M’s last crisis response message.  H&M states that the crisis situation was 
“entirely unintentional,” which is an attempt to avoid the blame.  Additionally, Figure 7 with 
Tweet #11 shows how Prada communicated evasion of responsibility in their second crisis 
response message.  The Tweet states that Prada “never had the intention of offending anyone” 
with their Pradamalia character.  This is similar to saying the incident and creation of the product 
was an accident. 
Figure 6 
 Figure 7 
 
 
 
 
Tweet #5- Evasion of Responsibility Tweet 1 
Tweet #11- Evasion of Responsibility Tweet 2 
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Reduce Offensiveness. Next, there were 10 Tweets that were categorized as reducing 
offensiveness.  Every one of the three companies crisis response Tweets were considered to 
convey some form of reducing offensiveness.  Benoit (1997) defined this category as minimizing 
negative feelings, bolstering with other positive characteristics, or compensating those affected 
by the crisis.  Figure 8 shows Tweet #12, Prada’s third crisis response Tweet, and how the 
company aims to reduce offensiveness surrounding their Pradamalia product that caused the 
crisis situation.  The Tweet starts off by stating that Prada is committed to celebrating “diverse 
fashion and beauty of cultures around the world.”  This is considered to be bolstering because it 
highlights the positive aspects of their brand.  As seen in their Tweet and the press release Prada 
attached, or Figure 8a, they stated that the company “removed all Pradamalia products that were 
offensive from the market.”  The press release states that Prada is working towards improving 
the process that “let to such a product reaching the market in the first place.”  This is an example 
of minimizing negative feelings that their audience had towards the crisis situation.   
Figure 8 
  
 
 
 
 
 
 
 
 
Figure 8a (December 16 2018, 3:57 PM, Twitter)       
Tweet #12- Attached Picture Tweet #12- Reduce Offensiveness Tweet 1 
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Unrelated. Lastly, out of the 22 Tweets made by H&M, Prada, and Gucci during the 
Coombs’ (2007) Crisis Management Plan phases, 12 were considered to be in the unrelated 
category.  These Tweets were typically from the pre-crisis and post-crisis phases, which is why 
the reputation repair categories did not apply to them.  The pre-crisis messages were acting as 
preventative measures for future crises in the risk management plan.  For example, Figure 9 
below displays Gucci’s second pre-crisis Tweet, or Tweet #16.  The message of this pre-crisis 
Tweet was announcing a new campaign that supports “gender equality,” “self- expression,” and 
to “stand together” despite a person’s labels.  This message conveys acceptance, diversity, and 
equality for the Gucci brand.  Additionally, Figure 10 displays one of H&M’s post-crisis 
messages that conveys accommodation to their audience.  Below, Tweet #6 includes a message 
that was specifically directed to one of their customers concerns.  The message is regarding 
H&M using the person’s picture, and the company replied in a timely manner with their #yesHM 
link to a release form. 
Figure 9 
                       Figure 10 
 
  
 
 
 
 
 
 Two or More Categories. Similar to how a large portion of the Tweets were coded into 
the “unrelated” category, many of the messages were coded into multiple categories.  Out of the 
Tweet #16- Unrelated Tweet 1 
Tweet #6- Unrelated Tweet 2 
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22 Tweets analyzed for H&M, Prada, and Gucci, 10 were coded into two or more categories.  
Additionally, these 10 messages were all part of the crisis response Tweets from the companies.  
The categories that overlapped the most were corrective action, evasion of responsibility, and 
reduce offensiveness.  See Appendix B- Coding for which specific Tweets were coded into more 
than one category.   
Audience Engagement.  The 10 crisis response Tweets from all three companies were 
additionally analyzed based on likes, retweets, replies, and followers.  This section will be based 
on the data collected in Appendix E- Engagement.  As seen in the Table 2 below, the company 
with the highest overall engagement with their audience was H&M.  The company with the 
second highest engagement was Gucci and the company with the lowest engagement overall was 
Prada.  Additionally seen in Table 2, H&M has 8.3M followers, Prada has 1.1M followers, and 
Gucci has 5.8M followers. 
Table 2 
Twitter Engagement      
Company Name Twitter 
Account 
Number of 
Followers 
Total 
Likes 
Total 
Retweets 
Total 
Replies 
H&M @hm 8.3M 32.4K 12.14K 4.24K 
Prada @Prada 1.1M 3.31K 921 1.92K 
Gucci @gucci 5.8M 6.8K 2.5K 2.7K 
 
For the total number of likes, retweets, and replies, H&M had the highest amount.  As seen in 
Appendix E, H&M also had two Tweets with the highest number of likes, retweets, and replies; 
these were Tweet #3 and Tweet #4.  Tweet #3 received 11.9K likes, 5.5K retweets, and 2.9K 
replies.  Tweet #4 received 19.3K likes, 6.4K retweets, and 1.2K replies.  The company that had 
the Tweet with the third highest number of likes, retweets, and replies was Gucci with Tweet 
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#17.  This Tweet received 5.9K likes, 1.6K retweets, and 2.6K replies.  Nevertheless, the rest of 
Gucci’s Tweets, Tweet #18-20, received very low engagement and did not reach 1K.  By simply 
glancing at the data provided in Appendix E- Engagement, it would appear that Prada had a 
higher engagement rate because their Tweet #10 received 1.7K likes and Tweet #11 received 
1.3K likes.  However, Prada had the overall lowest engagement rating out of the three 
companies.  Prada only received 921 total retweets, while H&M received 12.14 K total retweets 
and Gucci received 2.5K total retweets.   
 Engagement based on Coding.  Through the use of Appendix B- Coding, the tables 
below provide the engagement for H&M, Prada, and Gucci based on the type of strategy used for 
the Tweet.  The coding sheet outlined which type of reputation management message intent was 
utilized in each Tweet.  The coding categories were apology, corrective action, denial, evasion of 
responsibility, reduce offensiveness, and unrelated.  The researcher referenced the coding sheet 
and engagement numbers that were highlighted for each crisis response Tweet in Appendix E- 
Engagement.  Table 3 provides the average likes, Table 4 provides the average retweets, and 
Table 5 provides the average replies for all 10 crisis response Tweets based on message strategy.  
 As mentioned earlier, Table 3 shows the average likes for all of the Tweets based on the 
coding of their message strategy, note that Tweets had the ability to be coded into multiple 
message strategies.  As seen below, apology had the highest average number of likes with 6,000 
likes per Tweet.  While apology only appeared in three of the Tweets, it had the third highest 
total amount of likes.  The second highest average amount of likes was evasion of responsibility 
with 5,875 likes.  This category appeared in four out of the 10 Tweets and had the second highest 
total amount of likes, with 23.5K likes.  The third highest was reduce offensiveness with an 
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average of 4,250 likes per Tweet.  Reduce offensiveness had the highest amount of total likes at 
42.5K likes and this category appeared in every Tweet. 
Table 3 
Average Likes       
  Apology Corrective 
Action 
Denial Evasion of 
Responsibility 
Reduce 
Offensiveness 
Unrelated 
Tweet Count 3 6 0 4 10 0 
Total Likes 18K 14.4K 0 23.5K 42.5K 0 
Average Likes 6,000 2,400 0 5,875 4,250 0 
 
 The table below, Table 4, highlights the average number of retweets based on message 
strategy.  The apology category had the highest average of retweets with 2,600 retweets.  
Apology also had the second highest total number of retweets, with 7.8K, although this category 
only appeared in three Tweets.  The second highest average retweets was evasion of 
responsibility with 1,865 retweets.  Evasion of responsibility had the third highest total retweets 
and appeared in four Tweets.  Reduce offensiveness had the third highest average of retweets 
with 1,560.  Additionally, reduce offensiveness had the highest total number of retweets with 
15.6K and appeared in all 10 of the Tweets. 
Table 4 
Average Retweets 
 Apology Corrective 
Action 
Denial Evasion of 
Responsibility 
Reduce 
Offensiveness 
Unrelated 
Tweet Count 3 6 0 4 10 0 
Total 
Retweets 
7.8K 6.9K 0 7.46K 15.6K 0 
Average 
Retweets 
2,600 1,150 0 1,865 1,560 0 
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 Lastly, Table 5 below shows the average number of replies for the Tweets.  The message 
strategy that had the highest average of replies was apology.  Apology had 1,866 average replies, 
5.6K total replies, and appeared in three Tweets.  Reduce offensiveness had the second highest 
number of average replies at 886.  This category had the highest total number of replies and 
appeared in all 10 Tweets.  Evasion of responsibility had the third highest average replies with 
787.  Corrective action had the lowest average of replies with 633 even though this strategy had 
the third highest overall replies.   
Table 5 
Average Replies 
  Apology Corrective 
Action 
Denial Evasion of 
Responsibility 
Reduce 
Offensiveness 
Unrelate
d 
Tweet Count 3 6 0 4 10 0 
Total Replies 5.6K 3.8K 0 3.15K 8.86K 0 
Average 
Replies 
1,866 633 0 787 886 0 
 
Reply Tweets. This section contains the audience responses to H&M, Prada, and Gucci’s 
crisis response messages.  As stated earlier, there were five reply Tweets from the audience, 
selected at random, per each crisis response Tweet.  In total, 50 audience reply Tweets were 
analyzed with the emotion categories positive, negative, or neutral in order to determine which 
reputation repair tactic received the best audience feedback.  All of the messages from the 
audience were listed in Appendix C- Replies.  The messages were sectioned off by company, 
either H&M, Prada, or Gucci, and further classified by which crisis response Tweet the message 
was intended for.  Appendix D- Coded Responses then listed which emotion category the 
audience member expressed with their Tweet.  The amount of Tweets coded in each emotion 
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category is listed below in Table 6.  Unlike the coding for the company’s Tweets, these messages 
were only allowed to be coded within one of the three categories given.    
Table 6 
Total Number of Emotions in Response Tweets  
  Negative Neutral Positive 
Tweet Count 25 10 15 
 
As seen in Table 6, there were 25 negative responses, 10 neutral responses, and 15 positive 
responses.  Although there was a significantly higher number of negative responses, this study 
only focused on which of the companies Tweets received positive responses.  This helped to 
learn which message strategies had the best impact on its audience. 
 After analyzing the audience Tweets based on Appendix D- Coded Responses, Appendix 
C- Replies, and Appendix B- Coding, it was determined which message strategies yielded 
positive responses. Below, Table 7 illustrates which message strategies had the most positive 
responses from the audience. 
Table 7 
Positive Audience Responses 
  Apology Corrective 
Action 
Denial Evasion of 
Responsibility 
Reduce 
Offensiveness 
Unrelated 
Tweet Count 3 7 0 6 15 0 
 
This table shows that the reduce offensiveness message strategy was included in the highest 
amount of positive audience replies.  Reduce offensiveness had 15 positive responses from the 
audience.  The message strategy with the second highest positive audience replies was corrective 
action. Corrective action had seven positive response Tweets from the company’s audiences.  
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Evasion of responsibility was the message strategy with the third highest positive responses from 
audience replies with 6 Tweets.  Apology received the lowest amount of positive audience 
replies with only three Tweets.  
RQ1: How are major retail companies implementing Twitter strategies for reputation 
repair when dealing with racial bias related crises? 
 Through the use of Appendix B- Coding, the first research question was answered.  As 
seen in the sections above and in Figure 1, the reputation repair message strategy that had the 
greatest number of Tweets was reduce offensiveness.  Reduce offensiveness message strategies 
were found to be present in all 10 of the crisis response Tweets.  The message strategy that 
yielded the second highest number of crisis response messages was corrective action.  Corrective 
action strategies were present in six out of the 10 Tweets.  Evasion of responsibility was present 
in only four of the companies crisis response Tweets.  Lastly, there were only three Tweets that 
contained the reputation repair strategy of apology.  Therefore, based on the above analysis, 
reduce offensiveness was the most used reputation repair strategy.  
RQ2: What are the most effective practices companies can implement through Twitter 
after a crisis situation is diffused? 
 Through the use of Appendix D- Coded Responses, Appendix C- Replies, and Appendix 
B- Coding, the second research question was answered.  As seen in Tables 6 and 7, there were 
only 15 positive messages from the audience replies to the crisis response Tweets.  Out of these 
15 messages, it was determined that reduce offensiveness had the most positive message replies.  
Corrective action and evasion of responsibility followed with the second and third highest 
positive responses, leaving apology to yield the lowest positive audience response.   
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 Additionally, Tables 3, 4, and 5 can be used to determine which message strategies were 
the most effective for crisis response.  As seen in these three tables above, apology had the 
highest engagement rate with its audience.  Evasion of responsibility and corrective action had 
the next highest engagement rates with the audience.  Therefore, based on these tables and 
appendices, reduce offensiveness was the most effective practice by yielding the most positive 
response messages and a decently high engagement rate with the audience.   
Summary 
 This chapter displayed the results of the qualitative case study and textual analysis 
outlined in Chapter 3: “Methodology.”  The research questions formulated in Chapters 1: 
“Statement of the Problem” and 2: “Literature Review” of this paper guided the study.  The 
current study examined 72 Tweets from three racially bias related crises involving retail 
companies.  The companies in this case study were H&M, Prada, and Gucci.  Out of the 72 
Tweets analyzed, 22 Tweets were directly from these companies and 50 Tweets were audience 
replies.  This study intended to determine what message strategies companies were using for 
reputation repair and which strategies were the most effective. This chapter presented the 
findings for which strategy was used the most, and the average likes, retweets, and replies for 
these message strategies.  The findings for audience engagement in the form of replies was 
conveyed through positive, negative or neutral reply Tweets.  These findings will be discussed in 
the following chapter, Chapter 5: “Discussion.”  This chapter will also discuss unexpected 
results, limitations, recommendations, and provide a best practices guide in the form of 
Appendix F- Best Practices Guide for PR Professionals During a Crisis.  
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Chapter 5: 
Discussion 
 The following chapter contains a discussion of the findings regarding this research 
project.  This chapter will further explain the results from Chapter 4: “Results” and analyze their 
meaning in accordance with the two research questions:  
RQ1: How are major retail companies implementing Twitter strategies for reputation  
repair when dealing with racial bias related crises? 
RQ2: What are the most effective practices companies can implement through Twitter  
after a crisis situation is diffused?  
Additionally, the results will be compared to that of the literature discussion that is in Chapter 2: 
“Literature Review.”  The limitations of this research study are presented in this chapter, as well 
as any recommendations for future research and for public relations practitioners. These 
recommendations make up a best practices guide for organizations to use when communicating 
on Twitter during upcoming crisis events; this is seen in Appendix F- Best Practices Guide for 
PR Professionals During a Crisis.   
 As conveyed in Chapter 1: “Statement of the Problem.” this research intended to bridge 
the gap between social media use and crisis communication for public relations practitioners.  It 
also aimed to determine the message strategies in which retail companies are using in order to 
implement reputation repair via Twitter in the event of a racial bias related crisis.  While 
analyzing these strategies—apology, corrective action, denial, evasion of responsibility, and 
reduce offensiveness—the most effective one was determined in order to create the best practices 
guide.  Through the use of a qualitative case study and textual analysis, Tweets were collected 
and analyzed from the H&M, Prada, Gucci official Twitter accounts, and randomly selected 
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audience member’s accounts. The sample included a total of 72 Tweets from December 17, 2017 
to March 15, 2019; of the Tweets, 22 were from the three main companies and 50 were audience 
replies.  The engagements analyzed from the selected Tweets were likes, retweets, replies, and 
followers.  The coding categories of apology, corrective action, denial, evasion of responsibility, 
and reduce offensiveness were chosen based on Benoit’s (1997) Image Restoration Theory and 
other literature that was discussed in Chapter 2: “Literature Review.”  Findings associated with 
the two research questions revealed that reduce offensiveness was the most used crisis response 
strategy.  Reduce offensiveness also yielded the highest total likes, replies and responses.  
However, apology messages had the highest average audience engagements, followed by evasion 
of responsibility.  As such, the following section discusses the general findings of the current 
study. 
General Findings 
 The general findings of the research study included the number of Tweets in the sample, 
the reputation repair management categories conveyed by these Tweets, the overall result of each 
type of Tweet used, and the audience’s response to the Tweets.  The main Twitter accounts in 
this sample Tweeted fairly infrequently during their crises, each only sending 3- 4 messages in 
response to the event.  This yielded 22 total Tweets for H&M, Prada, and Gucci.  Additionally, 
50 random audience reply Tweets were analyzed, making the full sample amount 72 Tweets.  
When looking back at the three company’s pre-crisis phases, there were more than just 
the two Tweets selected for this study.  This study only included two pre-crisis Tweets from each 
company however, all of the Tweets within a month before the crisis event were analyzed by the 
researcher.  By analyzing all of the Tweets from a month prior to the crisis, two Tweets from 
each company were determined to fit the pre-crisis requirements best.  However, it was 
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determined that even these did not utilize these phases to their fullest extent.  According to 
Coombs (2007), companies should have risk management teams that are constantly updating 
crisis plans and preparing for potential threats.  All of the Tweets a month before the crisis for 
H&M, Prada, and Gucci were not preparative messages.  These Tweets were simply advertising 
their products, not sending out messages that could have helped in the event of a crisis.   
All three companies had a similar issue with their two post-crisis Tweets.  Instead of 
taking a proactive or reactive step, as advised in the literature, the companies chose to not 
acknowledge the crisis after the initial responses (Smith, 2011).  While the company’s had 
successful crisis response Tweets, they would have been even more effective to keep 
acknowledging their mistake after the initial blowout.  While Coombs (2007) recommended that 
companies should accommodate the victims of a crisis during this phase, since there were no 
specific victims in any of these cases, the companies should have taken this time to continue 
reputation repair.   
In regards to the crisis response phase, the three companies used different approaches to 
get their messages across.  According to the literature, timing, channel, and strategy are the most 
important aspects when responding to a crisis (Ferguson et al., 2018).  It was difficult to 
determine how quickly each of the companies responded to their individual crisis because the 
timing would have needed to be cross checked with media from that time.  Therefore, the 
strategy or type of message the company sent out was considered the most important aspect 
when analyzing crisis response.  This reflects what was found in the literature because Eriksson 
(2018) highlighted an importance of dialogue when using social media in a crisis.  Since all three 
companies provided a crisis response message, they practiced being present for the crisis (Aula, 
2010).  As previously mentioned, according to Benoit’s (1997) Image Restoration Theory, there 
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were five message strategies: apology, denial, evasion of responsibility, reduce offensiveness, 
and corrective action.  With one or more of these five message options, the companies attempted 
to repair their reputation after the crisis.  The Tweets were permitted to be classified in more than 
one coding category because in some instances, within one Tweet multiple messaged were 
shared. 
As Chapter 4: “Results” stated, the reduce offensiveness category had the most number of 
Tweets.  Out of the 10 crisis response Tweets analyzed, all of them had a reduce offensiveness 
message in some way.  This message strategy also yielded the highest overall audience 
engagement.  Since all of the messages used reduce offensiveness, it makes sense that this 
strategy had the highest total number of likes, replies, and retweets.  The reduce offensiveness 
category was used in every Tweet because it has such a wide-ranging definition. According to 
Benoit (1997), this category can include bolstering, minimize negative feelings, differentiation, 
transcendence, attack accusers, or compensate.  Therefore, different styles of this theme were 
able to be condensed into one category.  The literature suggests that in the crisis response phase 
companies should lessen damage to reputation at all costs (Ferguson et al., 2018).  This strategy 
also yielded the highest positive messages in audience replies.  Reducing the offensiveness of the 
crisis would help to lessen the damage done, but not completely repair it.  This strategy may 
have been the initial response, with other constructive messages to come.  
The next category that yielded the highest average of responses from its audience was 
apology.  While only three Tweets were coded into this category, they received some of the most 
likes, replies, and retweets on average.   Benoit (1997) described apology as a form of confession 
or asking for forgiveness.  This category yielded some of most audience attention because it was 
the most honest.  By apologizing to its audience, the companies were admitting their mistakes 
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and guilt.  Being able to apologize on a large platform, such as Twitter, makes the company 
vulnerable and almost humanizes them.  Apology was the most practical choice the companies 
could have chosen out of the five, therefore this message strategy helped minimize the potential 
reputational harm the crisis could have inflicted (Bratu, 2016).  Since the audience resonated 
with the apology, they accepted the company’s apology.  However, in regards to the audience 
reply Tweets, apology had the lowest number of positive messages.  
The category that received the second highest number of Tweets was corrective action.  
Out of the 10 crisis response Tweets analyzed, six had corrective action messaging.  This 
message strategy also had the third highest number of replies.  Tweets coded into corrective 
action received seven out of the 15 positive audience reply messages.  This is the second highest 
number of positive replies, behind reduce offensiveness.  According to Bratu (2016), positive 
comments from the audience alleviates the reputational harm inflicted on an organization during 
a crisis.  Additionally, Benoit (1997) stated that corrective action is a strategy in which the 
organization attempts to correct the issue and implement measure to prevent a future crisis.  This 
message strategy outlined how the companies were going to fix their crisis and make sure it 
doesn’t happen again.  The initial corrective action messages were to remove the offensive 
products from stores and online sales.  The companies may have also outlined a corrective plan 
or racial training program in their crisis responses. 
Of the top three Tweets, those having the most likes, replies, and retweets, two of them 
were from H&M and one was from Gucci.  These messages were Tweet #3, Tweet #4, and 
Tweet #17.  H&M’s first two crisis response Tweets had the highest overall likes and retweets.  
As for replies the H&M Tweet #3 had the highest, the Gucci Tweet #17 had the second most, 
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and the H&M Tweet #4 had the third most.  Looking at the three companies overall interactions, 
H&M had the highest ranking Tweets.   
Unexpected Results 
 The focus of this research was to determine how retail companies are using Twitter for 
maintaining their reputation during a racial bias related crisis.  However, there were some 
unexpected results in the findings.  As shown in the literature in Chapter 2: “Literature Review,” 
Coombs (2007) created a Crisis Management Plan highlighting the three phases.  After analysis 
of the Tweets collected in this study, it was determined that none of the three companies utilized 
the pre-crisis or post-crisis phases.  The researcher analyzed the Tweets for these categories, 
those used in the study and not used, and determined that for these companies, there was only 
one phase: crisis response.  It was interesting to see the lack of preparedness H&M, Prada, and 
Gucci had for their crises.   
 Another unexpected result was that the Tweets that were coded into corrective action did 
not produce the overall highest audience engagements and reactions.  The literature stated that 
accommodative strategies were typically more successful, so it was perceived that this would 
apply to corrective action (Ott & Theunissen, 2014).  However out of the six Tweets that used 
corrective action, four of them did not yield over 1K likes, replies, or retweets.  These were the 
messages that clearly outlined how the companies aimed to correct the problems that led to these 
crises.  For an unknown reason, these messages were overlooked by the company’s audiences 
when initially engaging.  
 Lastly, an unexpected result of the overall study was that Prada and Gucci did not learn 
from H&M’s initial mistake.  The literature stated that companies can learn from other 
organization’s mistakes and crises, however these two still occurred (Ott & Theunissen, 2014).  
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Since H&M’s crisis happened first, it would be assumed that Prada and Gucci would take note of 
the crisis and how they responded.  Not only did Prada and Gucci’s crises still happen after 
H&M’s racially bias product received so much backlash, but their crisis responses were 
unsuccessful.  An explanation for why Prada and Gucci did not learn from H&M’s initial 
mistake could be due to the color-blindness aspect of Critical Race Theory discussed in the 
literature.  Employees from Prada and Gucci may have been aware of H&M’s crisis but still 
lacked awareness and did not think a racial bias could apply to their company (Offermann et al., 
2014).  The personnel at Prada and Gucci most likely have a form of racial privilege, which 
could have led to the cause of the other crises. Also, all three companies neglected to use 
hashtags during their crisis, which was said to be a helpful tool (Lin et al., 2016).  The following 
section discusses the limitations for this research study.  
Limitations  
 While the study was successful in answering the research questions, it still contains some 
limitations.  The main limitation was that this study was only researching retail companies with 
racially bias related crises.  If this was broadened to any company that has a racial crisis, the 
study might have been applicable to more cases.  It might have also been more helpful to future 
PR professionals.  In the same regard, a limitation of this study was that the crises were restricted 
to racially biases.  As established earlier in this study, there are many types of crises that public 
relations departments interact with.  Narrowing the study down to just one might have restricted 
the outcome.   
 Additionally, there were some limitations with the Twitter message coding categories.  
By allowing Tweets to be coded into multiple categories, one category was applied to every 
Tweet.  This hindered the end results and analysis of the crisis response strategies.  Making it a 
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rule that there should only one category per Tweet would have eliminated this.  If this rule was 
implemented in the beginning of this study, the findings would have yielded a completely 
different result.  For example, if reduce offensiveness was eliminated for the time being because 
all 10 crisis response Tweets were coded into this category, there would be different answers to 
the research questions.  In this case, corrective action would have been used in the most Tweets 
and had the highest positive audience reactions.  Also, apology would have yielded the highest 
total engagements.  
Also, since the researcher was the sole contributor to this study, there may have been 
some mistakes.  Since there was only one data collector, analyzer, and coder, some form of 
human error may have occurred.  The number of Tweets used for this research was decently 
high, therefore it is possible errors were made along the way.  Lastly, resources for the researcher 
were considered to be a limitation.  This project was created within a limited amount of time, 
therefore the data analysis could have been more in depth and complex.  Overall, this research 
study contains many strengths and limitations, some of which can be altered or utilized in further 
research.  The following section contains recommendations for public relations professionals 
when dealing with a crisis.  
Recommendations 
 While the current study contains many strengths and was able to answer the research 
questions, there were still limitations.  This section provides recommendations for future 
research that will assist in limiting the weaknesses above.  This section will also provide 
recommendations for future public relations practitioners when facing crisis situations.  First, the 
main recommendation is to fix the lack of resources issue.  If future studies on Twitter usage 
during crises are able to expand their timeframe and research staff, the project will have less 
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limitations.  Additionally, if there are more researchers working on the project, the study will be 
able to expand to multiple platforms, not just Twitter. 
 In regards to recommendations for public relations professionals, this study can be useful 
for a risk management or crisis communications team.  They can use the findings of this study to 
design, create, and implement a strategic plan when communicating during a specific crisis 
situation.  This study will help understand the need for a three phase plan and how to utilize the 
‘pre’ and ‘post’ crisis phases. It will also provide useful information when creating content for 
the crisis response phase.  After reading about message strategies such as apology, corrective 
action, denial, evasion of responsibility, and reduce offensiveness, the PR practitioners will be 
able to determine which method is the most appropriate for their situation.  Using this custom 
messaging strategies, they are able to prepare Tweets in a timely manner, while still adding a 
personal touch to the audience.  These recommendations for a general public relations crisis 
situation are further explained in the Best Practices Guide for PR Professionals During a Crisis, 
which can be found in Appendix F.  
 Additionally, this study can serve as an example when giving recommendations 
pertaining to averting a racially bias related crisis.  As previously stated, crises such as these 
need a firm crisis management plan in place in order to fully recover.  The first steps of this plan 
should be to host racial training and cultural literacy for all employees in the organization.  Also 
hiring a diverse, well-rounded staff is important in order to gain many viewpoints and prevent a 
potential racial bias crisis.  The racial color-blindness of H&M, Prada, and Gucci is what 
ultimately hindered their crisis preparedness and created the crisis situation.  In any situation, it 
is important to remember that race is constantly present and always needs to be taken into 
consideration. 
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Conclusion 
 This project described and discussed the topic of crisis response for public relations 
practitioners thoroughly.  Chapter 1: “Statement of the Problem” of this paper introduced the 
problem and purpose of the study.  The overall purpose of this study was to bridge the gap in 
research and literature for public relations professionals when using social media, specifically 
Twitter, for crisis response.  The study refined the topic by specifically analyzing reputation 
repair for retail companies during a racial bias related crisis.  Chapter 2: “Literature Review” 
presented a review of literature about crisis management plans, Twitter usage, and racial bias.  
The following topics developed after a review of the initial literature: public relations and social 
media, reputation repair, message strategies, and Critical Race Theory.  The reputation repair 
strategies used most often for Twitter messages were determined to be apology, corrective 
action, denial, evasion of responsibility, and reduce offensiveness.   
 The focus of this study was to analyze Tweets related to racially bias crises surrounding 
H&M, Prada, and Gucci.  Chapter 3: “Methodology” outlined the research methodology used in 
this study.  The project used a mixed methodological approach by conducting a qualitative case 
study and textual analysis.  In this case study, 72 Tweets were analyzed; 22 Tweets coming from 
the main companies and 50 Tweets coming from audience messages.  There were 10 crisis 
response messages collected that were coded into one or more of the five reputation repair 
strategies: apology, corrective action, denial, evasion of responsibility, and reduce offensiveness.   
Each message strategy was analyzed based on how often it was used, engagement, and audience 
reactions.  Chapter 4: “Results” showed that reduce offensiveness yielded the most use from the 
three companies, the highest total engagement, and most positive reactions.  However, since all 
of the 10 crisis response messages were coded into reduce offensiveness, this was the reason for 
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yielding high results. Lastly, in the current chapter, Chapter 5: “Discussion,” discussed the 
findings, limitations, and recommendations. 
 This project produced a better understanding of how public relations practitioners should 
be directing their companies to react to a crisis situation on Twitter.  It will act as an asset for 
future research about crisis communication, racial crises, and utilizing social media.  Since 
racially bias related crises are becoming more frequent and organizations do not have efficient 
crisis management plans, the best practices guide that this research produced will be beneficial. 
The purpose of this study was to gain understanding about the most effective reputation repair 
strategy for a racially bias crisis.  As such, the research yielded that using the reduce 
offensiveness strategy produced the best results in terms of engagement and reactions.  This 
research, however, is only the start for public relations professionals when communicating on 
Twitter during a crisis.  Research on this topic is still limited, but it will grow as the importance 
of social media is recognized.  
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Appendix A- Tweet List 
# Date Time 
Account 
Handle 
Likes Retweets Replies Message 
1 12/10/2017 
9:32:00 
PM  @hm 2 1 0 
"Hi, we sincerely apologize the 
inconvenience caused to you and your 
kid. If you would like us to follow up on 
your case, kindly send your details and 
shopping receipt (if any) to 
info.hk@hm.com, our CS team will take 
care of this, Thank you." 
2 12/15/2017 
3:00 
AM  @hm 305 54 9 
"We're happy to announce that Yang Mi 
and Mark Chao will endorse 
#HM2018CNY campaign! The 
collection will be available in selected 
markets. Stay tuned! #Lunarnewyear" 
3 1/9/2018 
5:47 
AM  @hm 11.9K 5.5K 2.9K 
"We understand that many people are 
upset about the image of the children's 
hoodie. We, who work at H&M, can 
only agree. We're deeply sorry that the 
picture was taken, and we also regret the 
actual print. Therefore, we've not only 
removed the image from our channels, 
but also the garment from our product 
offering. It's obvious that our routines 
haven't been followed properlly. This is 
without any doubt. We'll thoroughly 
investigate why this happened to prevent 
this type of mistake from happening 
again."  
4 1/13/2018 
2:54 
PM  @hm 19.3K 6.4K 1.2K 
"We are aware of the recent events in 
several of our South African stores. Out 
of concern for the safety of our 
employees and customers we have 
temporarily closed all stores in the area. 
We strongly believe that racism and bias 
in any shape or form, deliberate or 
accidental, are simply unacceptable.  We 
stress that our store staff had nothing to 
do with our poor judgement of 
producing the children's hoodie and the 
image." 
5 1/16/2018 
2:16 
PM  @hm 1.2K 236 143 
"WE ARE LISTENING - The recent 
incident was entirely unintentional, but 
it demonstrates so clearly how big our 
responsibility is as a global brand. We 
have reached out, around the world, 
inside and outside H&M to get 
feedback. Our commitement to 
addressing diversity and inclusiveness is 
genuine, therdore we have appointed a 
global leader, in this are, to drive our 
work forward. There will be more from 
us soon." 
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6 2/5/2018 
9:34 
AM  @hm 0 0 0 
"Brilliant pic! We'd love to feature your 
photo, just reply with #YesHM to agree. 
Terms of use" (added link 
https://hmgroup.com/yeshm.html) 
7 2/9/2018 
8:15 
AM  @hm 167 21 5 
"The #winterolympics have officially 
started! We at H&M want to wish the 
Swedish team the best of luck. Let the 
games begin! In collaboration with 
@SWEolympic and (camera emoji) by 
@ttnyhetsbryan" 
# Date Time 
Account 
Handle 
Likes Retweets Replies Message 
8 11/18/2018 
3:15 
AM  @Prada 63 9 0 
"Save The Date and don't miss the 
'Shaping a Sustainable Digital Future' 
Conference. @FondazionePrada Milan: 
watch the livestream on November 20 at 
9:30 am CET on tinyurl.com/y9g3fxwg 
and join the conversation on 
#sustainabledigitalization." 
9 11/22/2018 
2:52 
PM  @Prada 66 12 2 
"Pradamalia were last seen at the bottom 
of #MiucciaPrada's Carsten Holler slide 
exiting Prada headquarters. Please keep 
an eye out for the escaped specimens. 
Find Pradamalia Ticks, prints, 
accessories, and more at 
tinyurl.com/y9gbco7." 
10 12/14/2018 
11:25 
AM  @Prada 1.7K 453 1.1K 
"[1/2] #Prada Group abhors racist 
imagery. The Pradamilia are fantasy 
charms composed of elements of the 
Prada oeuvre. They are imagnary 
creatures not intended to have any 
reference to the real world and certainly 
not blackface." 
11 12/14/2018 
11:25 
AM  @Prada 1.3K 371 710 
"[2/2] #Prada Group never had the 
intention of offending anyone and we 
abhor all forms of racism and racist 
imagery. In this interest we will 
withdraw the characters in question 
from display and circulation." 
12 12/16/2018 
3:57 
PM  @Prada 311 97 111 
"We are committed to creating products 
that celebrate the diverse fashiona and 
beauty of cultures around the world. 
We've removed all Pradamilia products 
that were offensive from the market and 
are taking immediate steps to learn from 
this. Full press release attached." (see 
picture 3a). 
13 12/17/2018 
1:56 
PM  @Prada 117 16 4 
"T-shirts featuring #Pradamilia logos 
and designs are made in collaboration 
with @2x4inc. - Discover more 
#PradaGifts on tinyurl.com/ ybpszez9." 
14 1/1/2019 
3:50 
PM  @Prada 64 10 2 
"How can technology and digitilization 
impact our daily and work life? Join the 
#sustainabledigitalization to discover 
more about the Shaping a Sustainable 
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Digital Future event at 
@FondazionePrada: 
tinyurl.com/y8rjtzxm." 
# Date Time 
Account 
Handle 
Likes Retweets Replies Message 
15 1/28/2019 
8:51 
AM  @gucci 286 35 2 
"Individuals and Gen Zs, some of the 
faces in the short film 
#TheFutureisFluid, by @JadeShamraeff 
and #IrregularLabs in partnership with 
@gucci's @chimeforchange campaign. 
#AlessandroMichele Watch the full 
video on.gucci.com/FutureisFluid_." 
16 1/30/2019 
3:00 
PM  @gucci 227 39 2 
"Under the banner 'To Gather Together' 
@ChimeforChange released its new 
campaign identity with a call to the 
global community to unite in support of 
gender equality and self-expression. 
Designed by @MP5_, human figures, 
unidentifiable by gender or other labels, 
stand together." 
17 2/6/2019 
10:08 
PM  @gucci 5.9K 1.6K 2.6K 
"Gucci deeply apologizes for the offense 
caused by the wool balaclava jumper. 
We consider diversity to be a 
fundamental value to be fully upheld, 
respected, and at the forefront of every 
decision we made. Full statement 
below." (see picture 1a) 
18 2/15/2019 
6:59 
PM  @gucci 213 706 61 
"1/3 Gucci's first four initiatives in a 
long-term plan of actions designed to 
further embed cultural diversity and 
awareness in the company." (see 
pictures 2a, 2b, 2c) 
19 2/15/2019 
7:00 
PM  @gucci 332 99 8 
"2/3 Gucci's first four initiatives in a 
long-term plan of actions designed to 
further embed cultural diversity and 
awareness in the company." (see 
pictures 3a, 3b, 3c) 
20 2/15/2019 
7:01 
PM  @gucci 369 106 24 
"3/3 Gucci's first four initiatives in a 
long-term plan of actions designed to 
further embed cultural diversity and 
awareness in the company." (see 
pictures 4a, 4b, 4c) 
21 2/28/2019 
9:07 
AM  @gucci 201 8 3 
"The Gucci sponsored film #BeKind 
received a Special Mention at the 
@nastridargento Italian Cinema 
Journalist awards, collected by lead 
actor Nino Monteleone and the fim's 
director, his mother, Sabrina Paravicini. 
Lets-be-kind.com" 
22 3/8/2019 
11:32 
AM  @gucci 311 43 0 
"Celebrating International Women's Day 
#IWD, @KeringGroup commissioned 
French artist Soledad to create 
illustrations based on the theme of 
Women Empowerment at Kering." 
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Appendix B- Coding 
Logistics Engagement Coding Categories 
# Date Time 
Account 
Handle 
Likes Retweets Replies Apology 
Corrective 
Action 
Denial 
Evasion of 
Responsibility 
Reduce 
Offensiveness 
Unrelated 
1 12/10/2017 
9:32:00 
PM  @hm 2 1 0 0 0 0 0 0 1 
2 12/15/2017 
3:00 
AM  @hm 305 54 9 0 0 0 0 0 1 
3 1/9/2018 
5:47 
AM  @hm 11.9K 5.5K 2.9K 1 1 0 0 1 0 
4 1/13/2018 
2:54 
PM  @hm 19.3K 6.4K 1.2K 0 0 0 1 1 0 
5 1/16/2018 
2:16 
PM  @hm 1.2K 236 143 0 0 0 1 1 0 
6 2/5/2018 
9:34 
AM  @hm 0 0 0 0 0 0 0 0 1 
7 2/9/2018 
8:15 
AM  @hm 167 21 5 0 0 0 0 0 1 
8 11/18/2018 
3:15 
AM  @Prada 63 9 0 0 0 0 0 0 1 
9 11/22/2018 
2:52 
PM  @Prada 66 12 2 0 0 0 0 0 1 
10 12/14/2018 
11:25 
AM  @Prada 1.7K 453 1.1K 0 0 0 1 1 0 
11 12/14/2018 
11:25 
AM  @Prada 1.3K 371 710 0 1 0 1 1 0 
12 12/16/2018 
3:57 
PM  @Prada 311 97 111 0 1 0 0 1 0 
13 12/17/2018 
1:56 
PM  @Prada 117 16 4 0 0 0 0 0 1 
14 1/1/2019 
3:50 
PM  @Prada 64 10 2 0 0 0 0 0 1 
15 1/28/2019 
8:51 
AM  @gucci 286 35 2 0 0 0 0 0 1 
16 1/30/2019 
3:00 
PM  @gucci 227 39 2 0 0 0 0 0 1 
17 2/6/2019 
10:08 
PM  @gucci 5.9K 1.6K 2.6K 1 0 0 0 1 0 
18 2/15/2019 
6:59 
PM  @gucci 213 706 61 1 1 0 0 1 0 
19 2/15/2019 
7:00 
PM  @gucci 332 99 8 0 1 0 0 1 0 
20 2/15/2019 
7:01 
PM  @gucci 369 106 24 0 1 0 0 1 0 
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Total Number of Tweets 
Apology Corrective Action Denial 
Evasion of 
Responsibility 
Reduce 
Offensiveness 
Unrelated 
3 6 0 4 10 12 
  
21 2/28/2019 
9:07 
AM  @gucci 200 8 3 0 0 0 0 0 1 
22 3/8/2019 
11:32 
AM  @gucci 311 43 0 0 0 0 0 0 1 
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Appendix C- Replies 
H&M 
# Date Time Account Handle Likes Retweets Replies Message 
Tweet 1 Replies (#3) 
23 1/9/2018 5:53 AM  @317legend 13 1 1 
"Out of all the channels this 
has to go through to get 
produced and manufactured, 
printed , signed off on , 
reviewed .. nobody saw this 
as offensive ? This just 
slipped passed everyone ? 
Please keep us up to date on 
your investigation : thanks 
your customer..." 
24 1/9/2018 8:46 AM  @tropicalsoul 14 4 0 
"So someone put a black 
child in that hoodie, then 
another someone took his 
photo. A third approved the 
photo.  Then several others 
were in charge of approving 
and getting that ad 
printed/posted.  
 
So you’re saying that likely 
DOZENS of people saw this 
and gave? FIRE THEM 
ALL" 
25 1/9/2018 12:53 PM  @LeonCarrington 52 3 1 
"Here we go... Another 
entitled privileged white 
person telling black people 
how they should feel about 
racism and oppression, and to 
not dwell in the past. Girl 
take several seats... preferably 
on a toilet!" 
26 1/9/2018 4:29 PM  @MarkOngaya 202 21 7 
"I don't get it. Yes the hoodie 
says coolest monkey in the 
jungle. I don't associate him 
with a monkey just because 
his skin is dark. The fact 
everyone feels the need to 
freak out about this is the 
only thing being racist here." 
27 1/11/2018 8:07 AM  @bxtchter 4 0 11 
"Are you telling black people 
what should and should not 
be offensive to black people? 
Because as far as I’m 
concerned, you have no right 
to do that unless you share 
our experiences and history 
(which you don’t so take a 
seat)." 
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Tweet 2 Replies (#4) 
28 1/13/2018 2:57 PM  @philtimms2202 3.9K 299 180 
"Racism comes in all shapes 
and forms, what  
@hm 
 did was not "racist" - even 
the kids parents allowed it! 
What on earth is this so called 
21st century, kids will be kids 
and sometimes everything is 
blown way out of 
proportion!" 
29 1/13/2018 3:11 PM  @raintesplease 324 40 16 
"There doesn't need to be a 
"process" to make sure this 
doesn't happen again. You 
need diversity. Diversity at 
every level of your company. 
I can assure you, this 
wouldn't have happened if 
people from a wide variety of 
backgrounds saw it first." 
30 1/14/2018 2:53 AM  @edipyuksel 35 11 1 
"I command you for issuing 
such an apology. Black 
people suffered from slavery, 
colonialism, segregation, 
apartheid, discrimination, 
overt and covert racism for 
generations. You should act 
and help black population by 
hiring more black people in 
every level of your 
company." 
31 1/15/2018 4:40 AM  @jekikasanga 36 3 0 
"That’s such a silly statement. 
All races including White 
people can be and ate subject 
to racism. Obviously you see 
it from the perspective of 
South Africa for example but 
in many parts of the world all 
types of people are subject to 
racism." 
32 1/15/2018 11:27AM  @goodluckm 2 0 1 
"Well, for years blacks have 
been called monkeys as a 
way of disrespecting 
them..marketing strategy and 
images are well thought 
process..in Europe blacks 
soccer players have been 
victims..H&M in South 
Africa is owned by H&M 
international...They portray 
same image and goals" 
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Tweet 3 Replies (#5) 
33 1/16/2018 2:18 PM  @TRI11ionaire 7 0 0 
"Hire more African American 
people like myself in the 
creative direction and 
decision making process" 
34 1/16/2018 4:55 PM  @finneps 5 0 0 
"Everyone without an agenda 
and understand what H&M is 
about knows this is 
completely out of proportion. 
Great company, fantastic 
people and owners with high 
and solid values. Hey, hey 
we're all the monkies!" 
35 1/17/2018 3:37 AM  @sabbia1968 4 0 0 
"You have my support.. if 
inclusiveness means a hoody 
can be worn by some but not 
others I fail to grasp the very 
meaning of the word. I would 
send a cheeky monkey hoody 
to all those id...ts who 
ransacked H&M stores in SA, 
and basically robbed the 
stores" 
36 1/17/2018 11:20 AM  @AmenteMpho 3 0 1 
"@hm 
 I honestly believe that this 
was unintentional, but very 
hurtfull to say the least I'm 
black and proud. I've  
forgiven H&M and will shop 
at your stores again. We've 
come too far Not forgive." 
37 1/17/2018 8:05 PM  @giddygrl98 3 0 0 
"You should focus your 
energies on researching why 
such an ignorant concept 
made it from paper to print,  
there were way too many 
people that could have 
pressed to stop button and 
instead turned the other way" 
 
Prada 
# Date Time Account Handle Likes Retweets Replies Message 
Tweet 1 Replies (#10) 
38 12/14/2018 11:36 AM  @hey_kerith 329 16 5 
"Of course it’s a reference to 
blackface. It’s like someone looked 
up blackface and copied every single 
picture associated with it. You’d have 
to be brain dead to live in the US and 
not understand that this is over the 
top racist." 
80 
39 12/14/2018 11:46 AM  @robchappell365 217 10 13 
"Were any people of color involved 
in any step of the process?" 
40 12/14/2018 11:46 AM  @treenhosk 309 17 9 
"They are imaginary creatures not 
intended to have any reference to the 
real world and certainly not 
blackface." 
HOOOOOOOOWWWWWWWW?!? 
41 12/14/2018 12:40 PM  @KPalmer433 68 12 0 
".@Prada This is the worst kind of 
"sorry, not sorry" response. If you 
care about offending the public & 
potential customers, you have to do 
better. There is no excuse for not 
understanding why this merchandise 
is offensive in 2018." 
42 12/14/2018 4:34 PM  @BlackParenting1 275 18 8 
"This is why you need more diversity 
on your staff. Any Black employee, 
you'd listen to, would have told you, 
"THIS IS A BAD IDEA!" 
#DiversityMatters" 
Tweet 2 Replies (#11) 
43 12/14/2018 11:59 AM  @CheMackTravels 145 11 3 
"There were MANY eyes who 
viewed these items along the various 
stages of development: concept & 
design, fabrication, mass production, 
strategic marketing, ad agency, 
individual store managers...not a 
single person said “Perhaps there are 
some racist undertones here...” 
#DIVERSITY" 
44 12/14/2018 12:16 PM  @VanessaLerbert 56 1 5 
"Does Prada have any black 
employees ? Many eyes saw this from 
concept to manufacture......then 
display..... what were you thinking.? 
#BlackLivesMatter #RespectBlack 
People" 
45 12/14/2018 3:26 PM  @FeliciaC15 91 0 0 
"YOU DID NOT CARE WHO YOU 
OFFENDED. HOW MANY 
MEETINGS DID THIS GO 
THROUGH? IT WAS PROFIT TO 
BE MADE FOR YOU, THAT IS 
ALL." 
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46 12/14/2018 5:27 PM  @IAmCactus2 3 1 0 
"How about to show you really are 
sorry you allow ten new young 
designers of diverse backgrounds the 
opportunity to learn and work and 
design your next collection. Maybe 
then also donate 10 million dollars to 
a refugee advocacy group. How about 
that @FondazionePrada?" 
47 12/14/2018 8:42 PM  @ERDrMarvin 10 1 1 
"Agree, I feel some brands are 
appealing to racism intentionally, 
Abercrombie, H&M, Tommy 
Hilfiger, and now Prada, then 
precalculate fake apologies in public. 
They’re not as stupid as they want to 
make us believe. Racism is trending" 
Tweet 3 Replies (#12) 
48 12/17/2018 3:28 AM  @ThiquieNicki 4 0 1 
"There was nothing wrong with the 
black Pradamalia things. It's just that 
people are so dramatic and they think 
that the colour black is illegal now." 
49 12/17/2018 3:58 PM  @TheDishmaster 7 0 1 
"Serious question: Is there any 
diversity on your design team? Or in 
your approval process? It isn't just 
about intention, it's about education 
and hiring a DIVERSE group of top-
level people who would have easily 
caught this." 
50 12/17/2018 7:25 PM  @shelbell77 4 0 1 
"Guess you finally got that new PR 
firm. At least there’s actually an 
apology this time. But given how 
long it took one has to wonder about 
the sincerity...." 
51 12/17/2018 7:49 PM  @RealGamer27 4 0 0 
"I never wear your products before so 
thanks for giving me a reason to keep 
your products away from me" 
52 12/19/2018 4:13 PM  @ParrishJohnetta 3 0 0 
"I have a suggestion. Why not get a 
more diverse boardroom of Black and 
Brown people that you can consult 
about projects??? I know there are 
plenty that would welcome the 
opportunity of fashion and 
employment. IMO of " 
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Gucci 
# Date Time 
Account 
Handle 
Likes Retweets Replies Message 
Tweet 1 Replies (#17) 
53 
2/6/2
019 
11:52 
PM 
 
@Anika
Karinaa 29 1 1 
"Why do companies always say “we love diversity in fact 
we diverse so hard” as if that convinces anybody after 
said co puts out something that clearly evokes the 
imagery of something that’s not only not diverse but is in 
fact racist?" 
54 
2/6/2
019 
11:54 
PM 
 
@unemp
loyedfatt
y 1.9K 289 85 
"Gucci made this item slightly offensive (just racist 
enough to cause outrage, but not racist enough to be 
indefensible) on purpose, so that Gucci could get black 
twitter talking about their item. Then Gucci came with 
the textbook apology after they got the attention they 
wanted." 
55 
2/6/2
019 
11:58 
PM 
 
@jallenc
alvert 41 3 1 
"How did this even get off the drawing room floor? Let 
alone in production? DURING BLACK HISTORY 
MONTH." 
56 
2/7/2
019 
12:18 
AM 
 
@JulieK
Nix 364 11 138 
"It's a tacky look, but is NOT blackface. What next? Ski 
masks aren't okay, or wait, they are only okay in certain 
colors?" 
57 
2/7/2
019 
7:46 
AM 
 
@John_
Dantzler 54 3 3 
"Here's a thought: fire anybody who saw the sweater and 
didn't immediately say, "That's repugnant; we can't do 
this." You need diversity, yes, but mainly you need not to 
be tonedeaf or in this case blind. On the bright side, the 
model is now 4th in line to be governor of Virginia." 
Tweet 2 Replies (#18) 
58 
2/15/
2019 
11:35 
PM 
 
@Dawo
nHawkin
s 0 0 1 
"love this!! positive change starts with a commitment to 
do better snd the first step into action #guccisteppedup" 
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59 
2/16/
2019 
2:12 
AM 
 
@KrisBl
ackRose 4 0 1 
"This is ridiculous..... embedding diversity and gender 
equality at workplaces is to be ensured by HR, and by 
basic human, professional and ethical standards. 
“Global Diversity Directors”... I must laugh." 
60 
2/16/
2019 
11:57 
AM 
 
@iGRO
WyourBi
z 5 0 0 
"sooo...to be clear Hiring Black Consultants, Vendors & 
Management/Leadership...or just some more tokenism in 
entry level employees? #BoycottGucci" 
61 
2/17/
2019 
5:06 
PM 
 
@Less5
7 1 0 0 
"This awareness of yours. Will the proceeds atleast 
diversify and make some typer change in the black 
communities. How abt 10 black interns in your facilities 
for a year. Passionate black youth that are determined abt 
fashion and everything art. That would change our 
perception" 
62 
2/19/
2019 
9:03 
AM 
 
@Leenic
h 1 0 0 
"Its 2019 and you guys didn't know that that shit was 
racist.  You also, in 2019, don't have anyone of color who 
works in a position to tell you that that shit is racist.  In 
2019...Kick Rocks!!!" 
Tweet 3 Replies (#19) 
63 
2/15/
2019 
7:00 
PM 
 
@Min_
Yoonchil
d 0 0 0 "Nice.." 
64 
2/15/
2019 
7:23 
PM 
 
@Relaxe
d101 1 0 0 
linked this article "https://www.independent.co.uk/life-
style/blackface-ant-dec-what-is-it-gucci-history-racism-
minstrels-katy-perry-
a8780416.html?utm_term=Autofeed&utm_medium=Soci
al&utm_source=Twitter#Echobox=1550261591" 
65 
2/15/
2019 
8:38 
PM 
 
@Ronop
oly1 0 0 0 
"#StopTheRacism  they’ve used my daughter’s image 
without her consent to strike back at your #racist & 
#stereotypical imagery.. #makeamericagreatagain why 
don’t you #smh" 
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66 
2/16/
2019 
12:50 
PM 
 
@Only1
Differen
ce 0 0 1 "don't sell out sis" 
67 
2/17/
2019 
3:51 
AM 
 
@Rlowe
to 0 0 0 "gucci real deal salute" 
Tweet 4 Replies (#20) 
68 
2/15/
2019 
7:54 
PM 
 
@LoveL
allo25 3 0 0 
"Honestly, this is the best thing I’ve ever seen after a 
company made a mistake. Extremely well done" 
69 
2/15/
2019 
8:49 
PM 
 
@Lfelip
er_r 0 0 0 
"Only for fashion designers? The program looks 
interesiting for creative managers, even for social media 
content and CM :) (my english is so bad, I hope you 
understand me)." 
70 
2/15/
2019 
10:50 
PM 
 
@Angry
Cornflak
es 1 1 0 
"Man if this plan actually moves forward it can grow 
wings!! I LOVE IT!! The fact that through this error now 
there are opportunities for multiple people of varying 
backgrounds can add their talents to guide the future of 
Gucci's designs." 
71 
2/16/
2019 
11:00 
AM 
 
@TheRe
alKenTat
e 0 0 0 
"This is the right step.  As a global company, it’s hard to 
be embedded in the nuance of global cultural issues. But 
it’s irresponsible & disastrous NOT to be. As someone 
who loves the Gucci brand, this personally makes me feel 
much better about one day supporting you again." 
72 
2/16/
2019 
4:41 
PM 
 
@TINM
ANN66 1 0 0 
"Some will never 4get but all of us in our life has asked 
for forgiveness, this is a good start but the antennas will 
continue to be raised in monitoring how you run your 
company in a more ethical “COMMON SENSE” way 
Thanks  
@DapperDanHarlem 
 for leading the path in a new direction" 
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Appendix D- Coded Responses 
Logistics Engagement Coding Categories 
# Date Time Account Handle Likes Retweets Replies Negative Neutral Positive 
23 1/9/2018 5:53 AM  @317legend 13 1 1 1 0 0 
24 1/9/2018 8:46 AM  @tropicalsoul 14 4 0 1 0 0 
25 1/9/2018 12:53 PM  @LeonCarrington 52 3 1 1 0 0 
26 1/9/2018 4:29 PM  @MarkOngaya 202 21 7 0 1 0 
27 1/11/2018 8:07 AM  @bxtchter 4 0 11 0 1 0 
28 1/13/2018 2:57 PM  @philtimms2202 3.9K 299 180 0 0 1 
29 1/13/2018 3:11 PM  @raintesplease 324 40 16 1 0 0 
30 1/14/2018 2:53 AM  @edipyuksel 35 11 1 0 0 1 
31 1/15/2018 4:40 AM  @jekikasanga 36 3 0 0 1 0 
32 1/15/2018 11:27AM  @goodluckm 2 0 1 0 1 0 
33 1/16/2018 2:18 PM  @TRI11ionaire 7 0 0 0 0 1 
34 1/16/2018 4:55 PM  @finneps 5 0 0 0 0 1 
35 1/17/2018 3:37 AM  @sabbia1968 4 0 0 0 0 1 
36 1/17/2018 11:20 AM  @AmenteMpho 3 0 1 0 0 1 
37 1/17/2018 8:05 PM  @giddygrl98 3 0 0 1 0 0 
38 12/14/2018 11:36 AM  @hey_kerith 329 16 5 1 0 0 
39 12/14/2018 11:46 AM  @robchappell365 217 10 13 1 0 0 
40 12/14/2018 11:46 AM  @treenhosk 309 17 9 1 0 0 
41 12/14/2018 12:40 PM  @KPalmer433 68 12 0 1 0 0 
42 12/14/2018 4:34 PM  @BlackParenting1 275 18 8 1 0 0 
43 12/14/2018 11:59 AM 
 
@CheMackTravels 145 11 3 0 1 0 
44 12/14/2018 12:16 PM  @VanessaLerbert 56 1 5 1 0 0 
45 12/14/2018 3:26 PM  @FeliciaC15 91 0 0 1 0 0 
46 12/14/2018 5:27 PM  @IAmCactus2 3 1 0 1 0 0 
47 12/14/2018 8:42 PM  @ERDrMarvin 10 1 1 0 1 0 
48 12/17/2018 3:28 AM  @ThiquieNicki 4 0 1 0 0 1 
49 12/17/2018 3:58 PM  @TheDishmaster 7 0 1 1 0 0 
50 12/17/2018 7:25 PM  @shelbell77 4 0 1 1 0 0 
51 12/17/2018 7:49 PM  @RealGamer27 4 0 0 1 0 0 
52 12/19/2018 4:13 PM  @ParrishJohnetta 3 0 0 0 0 1 
53 2/6/2019 11:52 PM  @AnikaKarinaa 29 1 1 1 0 0 
54 2/6/2019 11:54 PM 
 
@unemployedfatty 1.9K 289 85 0 0 1 
55 2/6/2019 11:58 PM  @jallencalvert 41 3 1 1 0 0 
56 2/7/2019 12:18 AM  @JulieKNix 364 11 138 0 0 1 
57 2/7/2019 7:46 AM  @John_Dantzler 54 3 3 1 0 0 
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58 2/15/2019 11:35 PM  @DawonHawkins 0 0 1 0 0 1 
59 2/16/2019 2:12 AM  @KrisBlackRose 4 0 1 1 0 0 
60 2/16/2019 11:57 AM  @iGROWyourBiz 5 0 0 1 0 0 
61 2/17/2019 5:06 PM  @Less57 1 0 0 0 1 0 
62 2/19/2019 9:03 AM  @Leenich 1 0 0 1 0 0 
63 2/15/2019 7:00 PM  @Min_Yoonchild 0 0 0 0 1 0 
64 2/15/2019 7:23 PM  @Relaxed101 1 0 0 0 1 0 
65 2/15/2019 8:38 PM  @Ronopoly1 0 0 0 1 0 0 
66 2/16/2019 12:50 PM 
 
@Only1Difference 0 0 1 1 0 0 
67 2/17/2019 3:51 AM  @Rloweto 0 0 0 1 1 0 
68 2/15/2019 7:54 PM  @LoveLallo25 3 0 0 0 0 1 
69 2/15/2019 8:49 PM  @Lfeliper_r 0 0 0 0 0 1 
70 2/15/2019 10:50 PM 
 
@AngryCornflakes 1 1 0 0 0 1 
71 2/16/2019 11:00 AM 
 
@TheRealKenTate 0 0 0 0 0 1 
72 2/16/2019 4:41 PM  @TINMANN66 1 0 0 1 0 0 
 
Total Number of Emotions in Response Tweets 
Negative Neutral Positive 
25 10 15 
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Appendix E- Engagement  
Logistics Engagement 
# Date Time 
Account 
Handle 
Likes Retweets Replies 
3 1/9/2018 5:47 AM  @hm 11.9K 5.5K 2.9K 
4 1/13/2018 2:54 PM  @hm 19.3K 6.4K 1.2K 
5 1/16/2018 2:16 PM  @hm 1.2K 236 143 
Total: H&M 32.4K 12.14K 4.24K 
10 12/14/2018 11:25 AM  @Prada 1.7K 453 1.1K 
11 12/14/2018 11:25 AM  @Prada 1.3K 371 710 
12 12/16/2018 3:57 PM  @Prada 311 97 111 
Total: Prada 3.31K 921 1.92K 
17 2/6/2019 10:08 PM  @gucci 5.9K 1.6K 2.6K 
18 2/15/2019 6:59 PM  @gucci 213 706 61 
19 2/15/2019 7:00 PM  @gucci 332 99 8 
20 2/15/2019 7:01 PM  @gucci 369 106 24 
Total: Gucci 6.8K 2.5K 2.7K 
 
 
Company 
Number of 
Followers 
Following 
H&M 8.3M 329 
Prada 1.1M 5 
Gucci 5.8M 356 
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Appendix F- Best Practices Guide for PR Professionals During a Crisis  
 
 
